





The textured leather designed 
to the American way of lvfe... 2 mgd 


BARRETT & COMPANY, INCORPORATED guality tanners of fine shoe leathers since 1913 


@Reg. U.S. Pat. Off. 














You sew a fine 


seam when you 
STITCH and TURN 


eee eee eee eee eee eee eeeeeeeeeeeeeees 


genuine KANGAROO 


Witness this handsome, dressy tie by one of the 


finest shoemakers in the country. The vogue of the 
featherlight, supple shoe has given Kangaroo the 


styling it has always deserved. Given a big bonus of 


blissful comfort to its wearers, too. 

There’s a growing demand for light, comfortable 

shoes that stand up to plenty of wear . . . shoes 
of genuine Australian Kangaroo, 
tanned in the U. S. A. You need 
Kangaroo shoes in your line. 


Comfort-styled in the 
modern manner in supple Kangaroo 
by Edwin Clapp & Son, Inc. 

Oe 


America’s Finest Shoes for Men 
Since 1853 





“Kali-sten-iks 


C 





for you too!” 


IN-STOCK NO. 972 Stemerr #- IN-STOCK NO. 286 
Red Kip Raised Seam Moccasin Oxford. White Kip Plain Toe Blucher. 


972 — 4 to 6 B, C, D, & E Spring Heel 286 — 2 to 6 B, C, D, E & EE Spring Heel 
972 — 61; to 8 B, C, D, & E Spring Heel 286 — 6 to 8 A, B, C, D, E & EE Spring Heel 
2972 — 81, to 12 A, B, C, D, & E Spring Heel 

2972 — 121 to 3 A, B, C, D, & E Rubber Heei 


Kali-sten-iks are the favored shoes for 
children, misses & senior misses. Fine craftsmanship 
and high quality make Kali-sten-iks a Ss am eave me Om 
capital asset in your store. 


THE GILBERT SHOE CO., ¢ THIENSVILLE, WISCONSIN 
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BLOOMINGDALE'S 


#1 VOLUME GETTER IN MANY 
OF THE BEST STORES IN AMERICA 


BIG STORE OR SMALL American Girl's PLANNED FOR PROFIT 
merchandising theory is available to you 
— talk to us about your store. 


me oyce/cay Gipele 


288 A STREET, BOSTON, MASSACHUSETTS 
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WHIT RST 
WEBS” 


every experienced 

buyer’s choice in good 
resort and summer shoes. 
LEVOR whites stay white. 
They are the most 
thoroughly-proven- 
for-satisfaction white 
leathers tanned. 

They’re also washable. 


£ 


aes “| < 


G. LEVOR & CO., INC, GLOVERSVILLE, N. Y. 











Tanners Since 1876 


E .. .. every woman’s color in resort-land 


DD RVOR 


Washable White 


KID, CABRETTA, 
CLOVER CALF & KIP 


and also 


TAN-ART SUEDE 
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TO THE SHOE INDUSTRY 
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THE FLORSHEIM 


ONLY 


FLORSHEIM 


BRINGS YOU 


FABULOUS "“FINGERFLEX” 


Picture a shoe so light, so flexible, you 


can actually bend it from toe to heel 
with the tip of forefinger and thumb... 
yet sturdily built, as are all Florsheim 
Shoes, to bring you months and miles of extra wear! 
That’s FincerFLEX—and only Florsheim offers it! 
Another quality shoemaking “‘extra”’ that adds up to 
the extra Big V you always get in Florsheim VALUE. 


The Como; 

four-eyelet stitch front 

in soft Walnut Calf. 

Left: 31305, tan; 

Center: 21301, black; 
Right: 31306, desert brown. 


SHOE COMPANY © C 


A DIVISION OF INTERNATIONAL SHOE COMPAN 





NEOLITE ..the 


Most advertised... most popular . 


NEOLITE RUNS THE SHOE INDUSTRY’S 
BIGGEST ADVERTISING CAMPAIGNS! 


NEOLITE advertising is the 
greatest, most powerful, 
most persistent the shoe 
industry has ever seen! 

In 1957 NEOLITE advertising 
will run in all the publica- 
tions shown here—big 
national magazines, fashion 
magazines, Sunday news- 
paper supplements! 


a a ee 


Plus TELEVISION 


Watch the GOODYEAR THEATER on TV 
every other Monday, 9:30 P.M., EST. 


EVERYBODY a? 


KNOWS NEOLITE! HERE’S PROOF! 


© In an impartial coast-to-coast “Brand Recognition” 
Survey nearly 9 out of 10 people knew NEOLITE! 


Boost your sales by featuring. 


> MEOLITE SOLES 


NEOLITE, AN ELASTOMER-RESIN BLEND. T.M.—THE GOODYEAR TIRE &@ RUBBER COMPANY, AKRON, OHIO 
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CROWN Lightest, most flexible—longest-wearing 
soles ever made for shoes. Now you can 


NEOLITE reduce weight and still get longer wear! 


* 
ry. 
The. 
SS teens f sehen 


NEOLITE Now 10% better than ever before! 


- NEOLITE on complete lines! 


moony GOOD PYE AR 
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The finest flavore frosting for your First Stepper Cake 


The CHILD LIFE franchise is yours exclusively. 


You know how it is with infants’ shoes . . . First 
Steppers are the frosting on the sales cake! A good 
shoe, plus good work at the fitting stool, brings 
new mothers back again and again. 

Repeat business comes your way as simple as 
that — and it’s even more secure with CHILD LIFE 

. for the good will you build can’t revert to some- 
body else down the street with a lower price. It 
can’t — because ONLY YOU can be the CHILD 
LIFE dealer in your community. 


HERBST SHOE MANUFACTURING CO., 


It protects you . . . and provides a beautiful line of 
shoes for boys and girls that extends from infants’ 
sizes to teen age. In pediatric qualities, leather and 
craftsmanship, CHILD LIFE is second to none. In a 
phrase, it’s the sweetest, deepest flavored frosting 
any dealer can have on his First Stepper Cake. If 
there’s no CHILD LIFE dealer now in your trading 
area, you're invited to write. 


Milwaukee 45, Wis. 


New York Office —557 Marbridge Bldg., New York 17, N. Y. 
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On Advertising 


—We hope you have been reading this column and 
agree with us that the simple and basic facts enun- 
ciated by Irving Krewson are interesting and use- 
ful “tools of the trade.” For instance, here is his 
approach on 


—‘*ADVERTISING: An item may be of outstanding 
value and just what the customer wants but the 
customer must be told it is available and that it is 
good value. The advertising of your store is an 
invitation to your customers, both new and old, to 
come into your store to buy from you. 


—“Always spend advertising money on the things 
that are selling—the things that are in demand. 
If you do, you'll do business. 


—“The time to spend the greatest percentage of 
your advertising budget is when the greatest 
amount of consumer buying is to be done. 


—“Just to advertise the merchandise, however, is 


not enough. You have to follow through. Why is 
it that a store will spend money to run advertising 
on one fashion theme and, at the same time, give 
window space to promote a different theme or 
group of items? Why is it that when a customer 
comes into the store looking for advertised mer- 
chandise, the sales people don’t have the slightest 
knowledge that the ad has been run? How many 
times has a store put attractive merchandise in the 
window and then finds out it is not backed up by 
sufficient stock or has even advertised merchandise 
without enough merchandise to back up the ad? 


“You can spend a great deal of time planning, 
buying and arranging what you consider to be the 
right merchandise but it is totally wasted unless 
you take the necessary follow through steps of 
telling your sales people and everybody else con- 
cerned with it, about it. 


—You just have to let the right hand know what 
the left hand is doing.” 


=. 1S. tae 


Publisher 
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JUMPING “JACKS 
Tak 


( We've got a l 
aces of ‘‘Thanks”’ to 

<r A 
a? 
a 


give... 


Our sales are at an all 
time high. Our plant 
managers say “Thanks” 
should be given for our 
new factories and their 
extra output of shoes. 
Our salesmen hint that we 
should give ‘‘THANKS” to 
them. Management thinks 
“THANKS” is in order 
for their foresight in starting 


a popular new line of 





shoes for young ladies... 
JILLS, and launching this 
Fall the line of LADS and 
GRADS for young men. 
But when we all get right 
down to it, we realize that 
we owe our “THANKS” to 
YOU! So THANKS for all 
those wonderful orders 
all year long and THANKS 
for your enthusiasm 
over our Spring Lines at 


the Chicago Show. 


JUMPING “JACKS | 


America’s Finest Fittin 
Sh 
For Children i ates 


VAISEY-BRISTOL SHOE COMPANY i 4 
Monett, Mo. Je 








SHOE 
PARADE 


Laconians’ friendly spoof at shoemen, 


as featured in Laconians’ 
own monthly publication: “‘Shoescaster’’* 


Dealer No. 2: 


The Bungling Bear. Goes into hibernation whenever sales- 
man tracks him to his den to show him samples of patterns 
that are sure to bring in the honey. Now out on a slim 
sales limb, because he hoped to bear up through the season 
by stocking as few styles, colors, and sizes as possible. 


Moral: 


Don’t get caught up a tree, hunting ways to get back lost 
sales due to inadequate inventories. No need to — with 
Laconians supersize selection you’ve always got a shoe for 
everybody, from tots-to-teens, — infants, childrens, misses, 
little gents, youths, and debs . . . and without carrying a 
bear-hugging stock either! Get set once then just fill in 
as you need ’em. Laconians’ speedy stock service ships the 
day your order’s received — keeps your stock current and 
complete — your inventory clean and neat. That’s just one 
of the many good reasons why more dealers are finding 
they bring in more honey soon as they bring out Laconians. 
Can we let you in on the full story at your store? 


*A postcard will bring you this entertaining and informative 


booklet every month — without charge or obligation. 


See Laconians at the P.P.S.S.A., Hotel New Yorker. 


Rooms 905-906, my -Yere), IAN S 


Laconians — dress, school and sport, cements and welts 
from tots-to-teens, In-stock, nationally advertised. 
$4.50-$7.95 (some slightly higher). 


LACONIAN SHOES CORP., LACONIA, N. H. 
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Spring Shoe Show, Pennsylvania Shoe 
Travelers’ Association, Hotel Penn- 


Sheraton, Pittsburgh .......... Nov. 16-19 
Pacific Travelers’ Shoe Show, Hotel Van- 
couver, Vancouver, B. C. ......Nov. 16-21 


Heart of America Shoe Show, Central 
States Shoe Travelers, Hotels Muehle- 
bach and Phillips, Kansas City, Mo. 

Nov. 17-19 

Shoe Show, West Coast Shoe Travelers 
Associates, Inc., Biltmore and Alex- 
andria Hotels, Los Angeles ....Nov. 17-20 

Mexican Shoe Fair, Hotel del Prado, 
Manta: Cliy.o s case do Nov. 22-25 

Spring Shoe Show, Mid-Continent Shoe 
Travelers Association, Biltmore Hotel, 
Oklahoma City ..............Nov. 24-25 

Spring Shoe Show, Mountain States 
Shoe Travelers Association, Albany 
Hotel; Dewwer. 335) Nov. 24-26 

Grand Rapids Shoe Fair, Michigan 
Shoe Travelers Club, Pantlind Hotel, 
Grand Rapids, Mich. .........Nov. 24-26 

Spring Shoe Show, The Middle Atlantic 
Shoe Travelers’ Association, Inc., Ben- 
jamin Franklin Hotel, Philadelphia 

Nov. 24-27 

Spring Shoe Market, Midwest Shoe Trav- 
elers' Association, Morrison Hotel, 
ORO Kibas < sb eg ets Nov. 24-27 

Popular Price Shoe Show of America, 
Hotels New Yorker, Sheraton-McAlpin 
and the New York Trade Shoe Build- 
ing, New York City ............ Dec. 1-5 

Market Week, Boot and Shoe Travelers’ 
Association of New York, at the Mar- 
bridge Bldg., Empire State Bldg., and 
at 112 West 34th Street, New York 


Ne iF eae we TERT os oo ee ee 
Cleveland Shoe Caravan, Hotel Statler, 
CNR ode Gees hs os cheeas Dec. 10-12 


Shoe Show and Convention, Empire 
State Footwear Association, Inc., 
Hotel Onondaga, Syracuse, N. Y. 

Jan. 19-21 

Spring and Summer Showing, Mid-At- 
lantic Shoe Show, Benjamin Franklin 
Hotel, Philadelphia ............. Feb. 2-4 

Summer Shoe Show, Pennsylvania Shoe 
Travelers Association, Hotel Penn- 
Sheraton, Pittsburgh .. Feb. 9-11 

Tenth Factory Management Conference, 
National Shoe Manufacturers Associa- 
tion, Netherland Plaza Hotel, Cincin- 

WO kala yi vowed epesen ean Feb. 15-18 

Allied Shoe Products and Style Exhibit, 

Fall and Winter, Sheraton-McAlpin 
Hotel, New York City..... Feb. 22-25 

Leather Show, Tanners’ Council of Amer- 
ica, Waldorf-Astoria Hotel, New 
York City Bech el Feb. 25-26 

St. Louis Shoe Show, St. Louis Shoe 
Manufacturers Association, Hotels 
Statler, Lenox, Sheraton-Jefferson and 
Park Plaza, St. Louis ..........April 27-30 


a 





David Rubenstein 


Syracuse, N. Y.—David Rubenstein, 
in the retail shoe business here for 
more than 50 years, died after a long 
illness. 

He leaves a widow, Freida Ruben- 
stein; two sons, Levi of Worcester, 
Mass., and Jack of Syracuse; five 
daughters, Mrs. Gertrude Blindel of 
Los Angeles, Mrs. Mary Brown, Mrs. 
Dorothy Rustin, Mrs. Jeanie Katzowitz 
and Mrs. Belle Lipsy, all of Syracuse. 
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Amalgamated 
eathers star in 
ashion shoes... 

































write for stylograms from Amalgamated 
71 West 35th Street, New York 1, N. Y. 


AMALGAMATED LEATHER COMPANIES INC. 
WILMINGTON 99, DELAWARE 
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| 
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..and going 
strong! 


OTAN “SUPERSOLE” 
continues to be the 























FIRST improvement in Genuine 
Leather Soles in 80 years! 
Benefit by our more than three years 
of experience in producing this 
revolutionary new tannage that 
yields MAXIMUM WEAR while 
retaining all of leather’s 

other desirable characteristics. 
Millions of pairs sold attest to 
genuine leather “SUPERSOLE’s” 


performance and sales appeal. 


VIRGINIA OAK TANNERY 


SALES CORPORATION 
27 SPRUCE STREET NEW YORK, N. Y. 


for The Story Behind SurerSore, 4 
write today for our Mustrated 
fre booklet No. 118. 


and Awarded 
this SEAL! 
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Editorial Outlook 





EVERAL letters to Boor anp SHOE RECORDER in 

recent weeks express the mutual concern of retailers 

and manufacturers about the emphasis which is 
being placed on extreme styles in current advertising and 
promotion. 

The pointed toe in women’s shoes, the extreme Italian 
and Pizza styles in men’s shoes have met with amazing 
acceptance by consumers, capturing their imagination in 
an unprecedented fashion. Style authorities say that the 
full impact of the pointed toe will not be felt until next 
spring and will continue for at least another season. 


Men’s style promoters, surveying the two-year success 
of the Italian look and casting eager eyes about for 
something new to give a style lift to their businesses, have 
come up with the squared toe last. It is being greeted with 
interest and enthusiasm even greater than that which 
greeted the low silhouette and the initial Italian styles. 


A Slogan 


Several years ago we had a slogan to the effect that 
“Fashion makes the extra sale.” We have come a long 
way since. Without something new and different in the 
styling of its merchandise at reasonably frequent inter- 
vals any industry must stagnate. Change is the lifeblood of 
industry and the shoe business is no exception. 

But in our enthusiasm it might be well to remember 
that shoes must conform to the natural contours of the 
widest variety of human foot sizes and shapes, and must 
bring comfort to the wearer as well as style, and satisfac- 
tion in their wearing. Unfortunately, too many of the 
men and women who enter our stores simply do not have 
feet with the classic proportions necessary to wear, with 
even reasonable comfort, the extreme styles upon which 
so many manufacturers and retailers are concentrating 
their advertising and promotions. 

At the merest whim the apparel designer can raise or 
lower a waist or hem line. Coats may be lengthened, 
shoulders slimmed down without sacrificing too much in 
the way of comfort. And yet there have been several 
fashion changes which the consumers have rejected simply 
because they could not be worn with any degree of com- 
fort. 

Men and women with any but the most extreme foot 
difficulties and outsizes still can be fitted with attractive, 
well styled shoes in practically every shoe store in the 
country. But one would never know it from the con- 
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Overemphasis on Extremes 


centration of advertising on extreme styles which we see 
daily in newspapers and in national magazines. 


Planned Obsolescence 


We have been hearing so very much lately about 
“Planned Obsolescence.” The pointed toe, the Italian and 
Pizza types certainly have outmoded dozens of pairs of 
shoes which have been in consumers’ closets for years. 
But is it not entirely possible that, by our extensive pro- 
motion of the extreme types, we are encouraging many of 
our customers to hold on to shoes with proven fitting 
qualities out of the very fear of not being able to wear 
the styles we are promoting? 

Perhaps, too, we are creating, unnecessarily, sales 
resistance in those very customers who are brought into 
the store by this advertising only to find the extreme 
types completely impractical for their feet. Are we causing 
many of them to become unduly sensitive about the size 
and shape of their feet? Feet which we have always con- 
sidered normal and fitted as a matter of course in styles 
which brought complete satisfaction to them. As a result, 
the shoes with which we fit them, attractive and well 
styled as they may be, may never bring the same sense 
of satisfaction and style assurance that customers enjoyed 
in the past. 

One of our readers suggests that by concentrated pro- 
motion on a limited number of high styles, particularly in 
newspaper advertising, retailers are automatically creating 
PMs and markdowns on their other shoes. He feels that 
many sales fall by the wayside because the customer has 
been pre-sold so thoroughly on the idea that only the 
extremes are fashion-right. 

Another correspondent takes the fashion magazines 
and business press to task for the extreme manner in 
which they are delineating current merchandise in their 
shoe drawings. He feels that even the more conservative 
types are being so exaggerated that they constitute mis- 
representation, and that unconsciously magazines are 
encouraging the exploitation of extreme styles by over- 
emphasizing their importance in editorial presentations. 
“Shoe editorial and advertising pages in both the fashion 
magazines and the business press would produce better 
results,” he says, “if they stated facts and depicted shoes 
as they really are rather than as some of us fancy them 
to be. Fantasy makes interesting reading just as fairy 
tales do. But it is not productive of volume or profits.” 


What do you think? 













CEMENT SHOES 
OR MEN 





A number of welt shoe manufacturers are putting part of their output into men’s 
casual or dress cements. The shoes are light, flexible and meet today’s style trends. 


Safe, profitable production of these shoes in volume calls for a knowledge of styling, 
materials, machines and manufacturing details not usually found in a welt shoe factory. 


If you are interested, talk to United. Our machinery, our cements and our experience 
could save you time and money. 


SHOE MACHINERY CORPORATION 
Boston, Massachusetts 
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for the velvety smoothness of fashion’s newest soft shoe 








COLONIAL TANNING COMPANY, INC., BOSTON 11, hdbetavent+s 
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SHUGOR 








There is a SHUGOR 

quality designed to meet 

the fit and comfort 
requirements, and highlight | 
the style motif of every 
shoe you sell. 


SHUGOR 


THOMAS TAYLOR & SONS 


s Set 
HUDSON, MASSACH U — TAYLORED -TO-FIT ® 





Copr. 1957 Thomas Taylor & Sons 
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This illustration will appear in a full-page “‘leisuals”’ 


2d next spring in TRUE and ES 


How Jarman dealers sell two pairs at a time... 


helped spread the fame of the name. 


This is an era when men have more 
leisure than ever before, and the trend 
in clothing and footwear is towards more 
and more informality. 

Just how does this help Jarman dealers 
sell two pairs at a time, you may be won- 
dering. Simply because Jarman pioneered 
casual styles and has far-and-away the 
outstanding group of casual shoes (aptly 
named “Leisuals”) offered by any manu- 
facturer. To every customer at a fitting 
stool the Jarman dealer can suggest a 


second pair — a pair of “Leisuals.” And 


JARMAN SHOE COMPANY, NASHVILLE, TENNESSEE 


in more and more cases the style and 
comfort-conscious customer is taking him 
up on the suggestion. He buys a pair of 
Jarmans for dress and a pair for casual 
wear .. . and the dealer rings up a profit- 
able two-pair sale. 

The name “Leisuals” 
synonymous with “smart, easy-wearing 
And not merely because 
Consist- 


has become 
casual shoes.” 
of the top quality of the shoes. 
ent, convincing, colorful national adver- 
tising and effective local promotion, as 
have 


well as “word-of-mouth” praise, 


DIVISION OF GENERAL SHOE CORPORATION 


isolated 
The en- 
advertising, 
promotional in-stock 
— is geared to bring Jarman 


This “Leisuals” story is no 
example of Jarman leadership. 
tire shoes, 
dealer 


service 


proposition — 
program, 


dealers handsome sales and _ profits. 
Write us for full details. Start selling 


"em two pairs at a time! 








Now millions walk in greater comfort 


on improved 


Millions are walking on famous Onco 
Innersoles every day, just as they 
were thirty years ago. 

Millions more can now obtain still 
greater comfort from shoes made 
with Improved Onco, manufactured 
from Brown Company’s exclusive 
Solka® pulps. 

Onco is only one of many Brown 
Company products which are better 
today because of 17 million dollars 
invested in plant and process im- 


provements in the past three years. 
This Improved Onco provides 
maximum flexibility from toe to heel! 
It’s packed with features that add 
sales appeal to your shoes —resist- 
ance to sweat, odor, bacteria and 
mold. It has improved dimensional 
stability, uniformity, Comfort- 
Depth® and transverse rigidity. It 
will outlive your shoes! 
Remember—Onco utilizes the fin- 
est cellulose fibres combined by the 





innersoles 


best process with the best binder 
for the job. If you’ve not investi- 
gated Improved Onco. write our 
Boston office, Dept. CA-11 for sam- 
ples and complete information on 
this perfectly balanced, extremely 
flexible cellulose innersole. 


BROWN [ij] COMPANY 


Berlin, New Hampshire 


General Sales Office: 
150 Causeway Street, Boston 14, Mass, 


INSOLE-ATED-/firsi and still finest afoot 
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Your quality stays up, your costs go down with EVERLITE 


soles. Wear -proven on millions of pairs, EVERLITE by 
Biltrite delivers all the durability, flexibility and 
comfort you want. Yet, because of our modern volume 


» »preduction they cost you less! EVERLITE Soles are 







AMERICAN BILTRITE 


RUBBER COMPANY 


CHELSEA 50, MASS. 


Warehouses: 4464 District Boulevard, Los Angeles — 1010 Gratiot Street, St. Louis 


Leadlillje 


iN iain / 


Proof of leadership is readily apparent 
in boys’ shoes, for it’s here that leather 
must be able to take pounding punishment 
and come up with rugged, enduring wear. 
Rueping’s TOMAHAWK, a smooth, lustrous 
leather, is outstanding in its field and 
has long been featured in shoes styled 
and custom crafted for boys by 


The William Brooks Shoe Company. 
Boys’ Shoes 


SHOES: Style No. 8030 
The William Brooks Shoe Co., 
Nelsonville, Ohio 


LEATHER: Rueping’s TOMAHAWK 


RUEPING nen 
fine leader, for oie tod 


FRED RUEPING LEATHER CO., FOND DU LAC, WISCONSIN, U.S.A. 
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NSMA Voices Concern for Industry Profit 





Merrill Watson Urges Regional Meetings of Manufacturers to Strive 
For ‘Profit Improvement’ and Greater Efficiency in Their Operations 


New YorkK—Concern for the profit 
picture in the shoe industry was ex- 
pressed by Merrill A. Watson, execu- 
tive vice-president of the National Shoe 
Manufacturers Association in a talk, 
“What 1958 May Bring in the Shoe In- 
dustry,” which touched off the first of a 
series of regional meetings in Whit- 
man, Mass., November 12. 

Mr. Watson declared new ways must 
be found for “profit improvement” in 
the industry, particularly in view of 
these factors: 

e The probability of increased defense 
spending to meet the Russian challenge; 
¢ Competitive pressures, the state of 
which are such that cost increases 
borne by shoe manufacturers can be 
passed on only in part, and 

e The growing seriousness of the profit 
squeeze, particularly for marginal man- 
ufacturers. 

Mr. Watson predicted manufacturers 
will be subject to a strong pressure dur- 
ing 1958 to employ more efficient ways 
of producing. He nevertheless foresaw 
an easing of money rates, at least after 
important wage negotiations had been 
completed. 

These interpretations of the climate 
in the shoe industry, or, what Mr. Wat- 
son referred to as his table of “guessti- 
mates,” he said were based on the gross 
national product, consumer expendi- 
tures and footwear expenditures. He 
said business was expected to continue 
easing, with a possible recovery begin- 
ning in the middle or latter part of 
1958. 

The remainder of the regional meet- 
ings sponsored by the association con- 
sisted of the following talks: “You Can 
Improve Your Marketing in 1958,” by 
Iver M. Olson, director of market re- 
search and statistics for NSMA; “More 
Effective Use of Accounting As a Tool 
for Management,” by Harold R. Giblin, 
director of the association’s accounting 
and office management section; “Possi- 
bilities for Cost Reductions in Shoe 
Manufacturing in 1958,” by James H. 
Nolan, director of the technical bureau, 
and “Meeting Problems in the Labor 
Field in 1958,” by Benjamin Seligman, 
NSMA counsel. 

Mr. Olson’s principal point was that 
“We have enough evidence now to show 
that shoe manufacturers can increase 
their sales substantially by locating 
their weak spots and pouring in the 
sales effort where it does the most good 

. Stimulation of salesmen, better 
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management of their territories and 
marketing teamwork results from this 
approach where each function of a com- 
pany’s marketing—personal selling, ad- 
vertising, merchandising, sales promo- 
tion and the like—are related to facts 
about the market.” 





A. B. Cohen Elected Chairman 
Of 1958 National Shoe Fair 





George B. Hess, left, chairman of the 
1957 National Shoe Fair, is shown con- 
gratulating A. B. Cohen, president of the 
United States Shoe Corporation of Cin- 
cinnati, upon his election as chairman of 
the 1958 fair. Mr. Hess is vice-presi- 
dent of Hess Shoes, Baltimore. 





Harold R. Giblin developed a thesis 
that the role of the accountant had al- 
tered to include the added function of 
interpretation and to “getting out from 
behind his desk to closer association 
with management in decision making.” 

Mr. Nolan discussed factory layouts, 
mechanical handling and the roles of 
rubber and plastic soles and heels in 
various machines and systems. 

Other scheduled regional meetings 
in addition to Augusta, Me., November 
13 and Nashua, N. H., November 14, 
were Cincinnati, November 19; St. 
Louis, November 20, and Milwaukee, 
November 21. 


August Buch 


PITTSBURGH—August Buch, founder 
of Book’s Shoe Stores, died in Alle- 
gheny General Hospital. He was 79. 

Mr. Buch opened his first shoe store 
here in 1903. Today there are 39 as- 
sociated stores. Surviving are a son 
Edward Buch, and a sister, Mrs. Cath- 
erine Toole. 








Style, Population and Price 
Among Retailers’ Problems 

CHICAGO — Price increases, radical 
style changes, and the shifting popula- 
tion are major current problems for 
shoe retailers. These were noted dur- 
ing the three-day store management 
clinic at the National Shoe Fair. 

The rise of the shopping center, diffi- 
culty in financing, and stock control 
were also priority problems for retail- 
ers visiting the clinic. The problems 
were evenly spread geographically. Al- 
though there were more small store 
owners or operators using the services, 
there were more large operators than 
in previous years. Metropolitan centers 
such as Chicago, Detroit, Los Angeles 
and Pittsburgh were also represented 
along with small towns. 

Retailers discussed their problems 
with Richard M. Clewett, Chairman of 
Marketing, of Northwestern Univer- 
sity, and his two associates, Ralph 
Westphal and Lynn Stockman, also of 
Northwestern. 

“A number of major changes have 
hit the retailer all at once, leaving him 
confused,” Mr. Clewett said. The style 
shift is obvious and most of them are 
making their adjustments. It is most 
difficult for the operator in the smaller 
town, whose trade remains conserva- 
tive over a longer period of time. 

“The shifting population is hard on 
some stores. Changes are taking place 
within neighborhoods, particularly in 
those where one income level moves out 
and another moves in. What to do 
about shopping centers troubles many. 
The problem is whether or not to go 
into a shopping center. For those in a 
shopping center, the question may be 
how to meet the pressure of percent- 
ages leases. In other cases, retailers 
must decide whether or not to expand.” 

Lack of proper stock control and in- 
ventory systems was noted as almost 
universally responsible for business dif- 
ficulties. “Most stores in the $60,000 
bracket or more reported some form of 
perpetual inventory. Those in that 
bracket or above without any system 
were in trouble,” he stated. 

More operators of leased depart- 
ments than ever before consulted the 
clinic. Lease terms, when to expand and 
how much, relationship with the over- 
all store, were major questions. Up- 
grading, sales personnel, ways to secure 
working capital, integration of mer- 
chandise between stores were also prob- 
lems for multiple operations. 

Independent retailers wanted to know 
whether they should expand, if so, how 
much, and where and how to secure 
working capital. 





Distribution the Key 





Face of Retailing Is Changing 


Boston—Between now and 1965, re- 
tailers in all parts of the country will 
see a decided increase in the number 
of retail outlets, many of which will 
be new types of stores. The retail seg- 
ment of the country’s economy will be 
geared up to do a mass selling job to 
an extent heretofore unknown. 

This is the prediction of Phillip M. 
Talbott, president of the Chamber of 
Commerce of the United States and 
vice-president of the company which 
operates Woodward & Lothrop, high 
grade department store in Washington, 
D. C. 

Speaking to 700 executives at the 
Boston Conference on Distribution dur- 
ing the fourth week in October, Mr. 
Talbott said: 

“Economists, as you know, are pre- 
dicting that America’s gross national 
product will reach the 600-billion-dollar 
figure by 1965. If this happens, and it 
is more likely than not that it will, per- 
sonal consumption of goods and ser- 
vices will have to be increased 50 per 
cent. The importance of the role of 
distribution will be stepped up. 

“There will be need for more dis- 
tribution outlets, for many types of 
stores and, in all probability, for many 
types of stores that do not now exist. 
In light of the future, as we see it so 
clearly in the Bureau of Census re- 
ports, and even through the most casual 
examination of our surging population, 
there can be no turning back. The era 
of the high mark-up is gone. Mass 
selling—volume selling—is the watch- 
word of the day. Supermarkets started 
it; now other stores, as you know, are 
following suit. Competition has never 
been so keen. It is bringing about new 
techniques aimed at giving the cus- 
tomer the greatest value at the lowest 
cost. We have seen the so-called ‘ware- 
house sales.’ We have witnessed the 
adoption of the super-market tech- 
niques, to some extent, in department 
stores. I know I have. 

“But there is one thing more the dis- 
tributor of tomorrow must do besides 
keep in step with the march of eco- 
nomics. He must take upon himself 
something of the character that pos- 
sessed the man who kept the general 
store in years gone by. He must, in 
my opinion, once again be the legendary 
storekeeper whose advice and counsel 
were sought, and heeded, by his cus- 
tomers.” 

Mr. Talbott’s reference to the keen- 
ness of competition, was echoed by an- 
other speaker, Eugene B. Mapel, vice- 
president of the management consult- 
ant firm of Barrington Associates. 

Mr. Mapel summarized his solution 
of the problem as “ease of access—the 
ability of the consumer to get the kind 
of product he wants, in the style, color 
and size of unit which best fits his 
needs, at a place accessible to him, and 
on terms attractive to him.” 
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The speaker divided this “ease of 
access” concept into several parts: (1) 
Location—“people are no longer will- 
ing to travel long distances to shop nor 
do they want to go to a dozen different 
stores to buy their everyday staples”; 
(2) Suburbia—“along with other alert 
distributors supermarkets have moved 
into the suburbs along with young Mr. 
and Mrs. America and the children and 
thus we find that the suburban shop- 
ping center, after the development of 
the supermarket, is probably the mést 
important example of ease of access in 


retailing”; (3) the form in which prod- 
ucts are presented to the customer such 
as conveniently packaged and easily 
storable dehydrated soups, frozen vege- 
tables and packaged meats; (4) attrac- 
tiveness of packaging; and (5) time— 
“supermarkets, chain and department 
stores set the pace when they started 
staying open evenings and hence the 
whole family shops in the evening, and 
whole communities of merchants have 
joined the bandwagon. 

“Tomorrow’s distributor,” concluded 
Mr. Mapel, “will win an important edge 
over his competitor by being first to 
anticipate and meet this time-access 
demand from the consumer.” 

Director of the conference was Dan- 
iel Bloomfield, executive vice-president 
of the Retail Trade Board of the Bos- 
ton Chamber of Commerce. 





Shoes and Hats Tested as Retail Partners 


A familiar shoe store fitting section has a new companion in the Adam Hat rack 
shown above in a Regal Shoe Store in Chicago. Called “Adamats" the racks are 
credited with increasing traffic. 


New York —A phonograph record 
dealer in California recently installed 
the complete Heinz soup line in his 
window, much to the amusement of 
local grocery stores. He points out 
wryly that it is no more unrealistic 
than the sale of records in supermar- 
kets. 

Every day such breaks with tradi- 
tional retail patterns are occurring all 
over the country. Happily, most are 
based on a more bona fide relationship 
of products than that between groceries 
and music. 

One of the most interesting breaks 
for shoe retailers has been inaugurated 
by Adam Hat Manufacturers, Inc., of 
New York, a division of Miller Broth- 
ers Hat Company. Adam Hat recently 
completed an investigation of hat buy- 
ing among men that portends a com- 
plete reversal in hat retailing methods. 
The simple truth that Adam Hat dis- 
covered is that the consumer usually 
buys a pair of shoes with his new 
chapeau. 

Adam Hat then sent up a few trial 
balloons to find out if the consumer 


will buy his hat and shoes in the same 
store. Two Regal Shoe Stores in Chi- 
cago plus individual Father & Son 
stores in Buffalo, New York City, New- 
ark and Philadelphia were chosen for 
the test. The firm designed and in- 
stalled in these stores self-service hat 
racks called “Adamats.” A self-service 
hat rack by itself is important news, 
and when it is installed in a shoe store, 
it’s as good as man biting dog. 

The results, admittedly tentative, are 
significant. The consumer now walks 
into his favorite shoe store and while 
waiting to be fitted browses at the hat 
rack. Clearly marked in size and 
limited to one price range, the hats 
hang on the rack below the mirror. 

A customer sees a hat and, unhamp- 
ered by a salesman, tentatively pops 
a likely number on his head. He looks 
up at the mirror. His size, his style 
and only $8.95. 

He sits down, hat on head, and is 
fitted for his shoes. Sold: one hat, one 
pair of shoes. 

Under such a program it doesn’t 
make much difference what originally 
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brought the customer into the store, the 
shoe or the hat. And the program is 
calculated to make retailers smile. 

Maintenance is negligible. The staff 
merely replaces gaps during the day 
that appear on the rack. The mark-up 
is high. The space the display takes up 
is a mere 28 square inches—approxi- 
mately the space occupied by one sales- 
man—and it holds 48 hats. The dealer 
has a well known product that can 
attract men into the store to boost 
shoe volume. The shoes can boost hat 
volume. 

Retailing hats and shoes under one 
roof is not new. Traditionally men’s 
clothing shops offer these items, but 
only as accessories to suits and coats. 
Under Adam Hat’s program, the two— 
hat and shoe—are star performers in 
one shop. They go together like Rogers 
and Hammerstein. 

Adam Hat is convinced it has a win- 
ner. It has reserved space at the Pop- 
ular Price Shoe Show to tell its story 
to retailers. 

Incidentally, the record dealer re- 
ports soup sales are fine. 


Spot Also Sought for Men’s 
Underwear in Shoe Stores 


New YorkK—A good part of the radi- 
cal changes in retail merchandising is 
due to the magic word, “pre-packag- 
ing.” Because of this, the shoe retailer 
can expect to be wooed by more and 
more men’s apparel manufacturers such 
as the Union Underwear Company, 
with offices in the Empire State Build- 
ing, here. 

According to Ted Lazar, vice-presi- 
dent of the firm, Union is actively seek- 
ing retail shoe outlets for their pre- 
packaged men’s underwear line. The 
outlets can be men’s, women’s, chil- 
dren’s or a combination of these. 

Men’s underwear in a women’s shoe 
shop? Absolutely. Mr. Lazar points 
out that 95 per cent of men’s under- 
wear is bought by —that’s right — 
women. Union considers its offer to be 
a perfect program for retailers to net 
$1,500 to $2,000 a year with a minimum 
of effort. 

A self-service stand is sold outright 
to the retailer for $40. From this 
stand, and with a minimum of 60-70 
dozen packages of stock, the retailer 
can expect a turn of eight times in a 
year. Mr. Lazar points out that with- 
out such a turnover, the operation 
would not be profitable for either the 
retailer or for Union Underwear. 
Mark-up is 38 per cent. 

Stock consists of briefs, shorts, T- 
shirts and athletic shirts in a complete 
range of sizes. Either of two brands 
is available: Fruit-of-the-Loom which 
is fair traded, and Derby which is not. 

The decision to go into shoe stores, 
Mr. Lazar said, is the proven relation- 
ship between hosiery and underwear. 
“Wherever men’s hose is sold under- 
wear can be sold.” 

Cooperative advertising is part of 
the program. 
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Successful NSI Promotions 


CuiIcaGo—The National Shoe Insti- 
tute and its American Family Shoe 
Wardrobe promotion will continue in 
1958. The program for the next year 
is expected to be expanded considerably 
in some phases, according to an an- 
nouncement by NSI’s board of trustees 
made at a press conference held at 
the Palmer House during the National 
Shoe Fair. At the session executives 
of the 4 major sponsoring organiza- 
tions—National Shoe Manufacturers 
Association, National Association of 
Shoe Chain Stores, New England Shoe 
and Leather Association, and National 
Shoe Retailers Association—and trus- 
tees of the institute issued a progress 
report. 

Spokesmen emphasized the vital im- 
portance of the institute, official indus- 
try promotion arm, and of the trade 
press as a direct line of communication 
to all branches of the shoe industry. 

A kinescope of a typical NSI script 
show was presented at the meeting. 
This program, “Party Line With 
Mary,” featuring Mary K. Clinard, was 
televised recently over WSIX-TV 
Nashville. Albert Manss, Manss Shoe 
Store in Nashville, was a guest in a 
two-minute spot at the end of the pro- 
gram. 

The program was a 15-minute insti- 
tutional commercial for shoes. These 
shows are all locally staged and edited 
and are developed from NSI script 
material. Seventy-six stations are re- 
ported to have signed for this service, 
which includes scripts for women’s, 
children’s and a special Christmas slip- 
per and accessories feature. NSI has 
a men’s script in preparation and 
scheduled for early release. 

There is no cost to the institute for 
time for these shows, nor does the 
local retailer pay for his segment. Re- 
tailers may avail themselves of the 
opportunity to appear on these shows 
by contacting the institute. 

Exceptional progress was reported 
for the institute’s newspaper program, 
particularly with papers in cities of 
more than 100,000 population. Ninety- 
two newspapers have signed for the 
institute’s Sunday feature pages. One 
hundred and six newspapers are receiv- 
ing special shoe news releases. 

A stepped-up campaign is to be 
waged between now and March 16, the 
scheduled opening date for American 
Shoe Time. This gala event kicks off 
the American Family Shoe Wardrobe 
promotion and will last for three 
weeks, climaxing at Easter. Dates for 
American Shoe Time have already been 
listed nationally with the consumer 
press. 

The American Family Shoe Ward- 
robe is the main theme of multi-phase 
institute campaign which is tied in 
with a concentrated shoe advertising 
section to appear in Look magazine, 
April 1. This issue hits the newsstands 
March 18. 

The promotion package includes: 


to be Stepped-Up in 1958 


MARY K. CLINARD 


1. A merchandising kit for retailers 
containing several display pieces which 
is supplied free of charge. 

2. An authoritative consumer shoe 
guide, designed to interest and inform 
the public on shoes. Fifty copies of 
this booklet are available free of 
charge to retailers. They, or any other 
member of the industry, may purchase 
additional copies at cost. The institute 
suggests early orders so that it may 
take advantage of low quantity print- 
ing costs. 

3. An eight-page shoe supplement 
which will be distributed to 575 news- 
papers nationally. 

4. A contest staged in newspapers 
using this supplement tieing in with 
a major Hollywood producer. 

5. An augmented American Family 
Shoe Wardrobe television script ser- 
vice. The institute is already supply- 
ing general material on shoes to TV 
outlets. 

6. A program of special events to be 
staged during American Shoe Time. 
Further details of the promotion may 
be obtained from National Shoe Insti- 
tute, 25 East 73rd Street, New York 
City. 


U. S. Firms May Send Some 
Shoes to United Kingdom 


WASHINGTON, D. C.— The govern- 
ment is reminding manufacturers that 
there is still time to qualify for per- 
mission to export small quantities of 
leather footwear to the United King- 
dom. 

Such exports are authorized under the 
so-called British Token Import Plan, 
wherein U. S. firms receive permission 
to export to the United Kingdom token 
shipments of specified commodities 
whose import from dollar sources is 
banned in Britain. 

Applications for permission to ship 
leather footwear to Britain should be 
addressed before December 31 to the 
British Token Import Plan, Bureau of 
Foreign Commerce, U. S. Department 
of Commerce, Washington 25, D. C. 





Tapered Toe Widely Accepted at Seattle Shoe Show 


SEATTLE—Attendance at the Spring 
Shoe Fair in Seattle, Wash., November 
3-5, did not quite meet the expectations 
of the sponsoring Pacific Northwest 
Shoe Travelers, but buying was brisk, 
in spite of manufacturers’ increased 
prices. 

Harold D. Pearson, president of the 
Pacific Northwest Shoe Travelers, said 
the attendance, though only slightly 
lower than in previous years, was not 
as high as his group had hoped for. 
But the retailers who came, bought, he 
said. 

The five per cent increase in prices 
by most shoe manufacturers surprised 
many buyers on the opening day of the 
fair, but did not deter them from buy- 
ing in quantity. 

About 150 exhibitors, presenting 
about 200 lines, displayed at the show, 
held in Seattle’s Olympic and New 
Washington Hotels. Retailers came 
from the Pacific Northwest States, 
British Columbia, and Alaska. 

In women’s shoes, the tapered toe 
was, of course, the overwhelming fa- 
vorite, and unadorned, trim pumps 
sold best. Best-selling colors and tex- 
tures were patent leather, and blue, 
red, and benedictine calf, in that order. 

The crepe-soled heel shoes seemed 
well suited to the outdoor living em- 
phasis that’s found in the Northwest, 
and sold very well. 

In the teenage group, the Ivy League 
saddle was beginning to make a size- 
able inroad in the Northwest for the 
first time. Earlier shipments of the 
style, some retailers and exhibitors said, 
did not coincide well with the buying 
periods in this class of footwear. 

In the Seattle-Tacoma area, however, 
girls still prefer the pearl-and-tan sad- 
dle. The shoes must have coral soles and 
no perforations. 

Northwestern buyers want shoes 
which will stand up in the area’s damp 
climate. 

In the younger girls’ group, the Ivy 
League also is now becoming popular. 

One of the exhibitors at the show 
commented, “The saddle oxford sold 
well, as did a number of saddle two- 
straps, and a few pigskins.” 

In men’s shoes, the lightweight, Con- 
tinental look was taking over well. 
Even Alaskan orders were nearly all 
for the lighter shoes. 

Multi-vent shoes were doing well, 
and in the casuals, the crepe soles with 
squeegee bottoms seemed to be leading. 
Shantungs were selling extremely well. 
Black shoes accounted for about 40 per 
cent of the sales. 

A breakfast honoring retailers was 
held on the morning of the second day 
of the fair at the Spanish Ballroom of 
the Olympic Hotel. A welcoming ad- 
dress was made by John A. Cherberg, 
lieutenant governor of the State of 
Washington, and former football coach 
at the University of Washington. 

Carl Fliegner, of LaJolla, Calif., 
sales consultant for the Brown Shoe 
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Company, was guest speaker at the 
breakfast. The subject of his address 
was, “If I Were A Retailer.” George 
W. Flynn, of St. Louis, president of 
the Flynn Forwarding Company, was 
host at the breakfast. 


Mexico Is Holding Its First 
Shoe Fair November 22 


Mexico Ciry—Mexico will stage its 
first Mexican Shoe Fair November 22- 
25 at the Hotel del Prado here. Some 
120 manufacturers are expected to 
show their new spring lines. 

The event will emulate in many re- 
spects the National Shoe Fair of this 
country just staged in Chicago. Anuar 
Nasta, managing director of the Na- 
tional Shoe Manufacturers of Mexico, 
attended the Chicago show as an ob- 
server. Mr. Nasta, who is also a man- 
ufacturer, reports that style trends at 
the show will be similar to those shown 
in the United States. It is planned to 
hold two shows a year from now on. 
one in November, another in May. 

“Mexican shoe manufacturers and 
retailers are hungry for progressive 
manufacturing, merchandising, and re- 
tailing ideas,” Mr. Nasta said. He and 
several associates covered hundreds of 
showrooms in Chicago, attended all 
Shoe Fair events, and later visited the 
New York market -in preparation for 
the Mexican show. 

“We are a growing country,” Mr. 
Nasta continued. “Ten years ago as 
much as half of our population did not 
wear shoes. Now this figure is only 20 
per cent, among people from the moun- 
tains and removed areas. In four or 
five years, everyone will wear shoes.” 

He reported that the manufacturer’s 
association has nearly 1,600 members, 
both large and small factories. One 
of the largest children’s factories has 
an output of 3,000 pairs a day, a wo- 
man’s plant produces 1,000 pairs, and 
2,200 pairs of men’s shoes. 

A number of firms produce shoes on 
franchise and royalty arrangement 
with leading American firms. Mr. 
Nasta said that Mexico welcomes for- 
eign capital in the shoe business. 

Huaraches, considered the mark of 
Mexican footwear, are_ produced 
strictly for the tourist trade or for 
export, he said. Moccasins and jod- 
phur boots are also manufactured for 
export. 


New Products Department 
Established by Goodyear 


AKRON, O.—Establishment of a new 
products department to stimulate new 
product ideas and speed up new prod- 
uct projects has been announced by 
E. J. Thomas, president, Goodyear Tire 
and Rubber Company. 

The new unit will integrate the work 
of research, development, production 
and sales departments in their efforts 
for new products, ideas and investiga- 


tions. It will be the responsibility of 
the new products department to see 
that effort is directed and scheduled to 
produce a balanced—financial, market- 
ing, technical—appraisal of new prod- 
uct projects from their inception to 
completion. 

The department will have organiza- 
tional responsibility to Sam Depree, 
vice-president of general products 
group, and reporting responsibility to 
the company’s policy committee. 

Heading up the department will be 
a director, and reporting to him will 
be three administrators of the basic 
functions — finance, marketing and 
technical. Technical representatives to 
be added as required, will report to 
the technical administrator. 

Named as director of new products 
was M. J. Deance, former manager of 
chemical materials and products devel- 
opment. 

Appointed as administrators were 
H. J. Bliss, former works accountant, 
Los Angeles—finance; C. B. Marks, 
former manager of manufacturers’ 
sales, shoe products division—market- 
ing; and C. I. Wittl, former special 
products development engineer—tech- 
nical. 


High Shoe Volume Exponent 
Speaks at PPSSA Breakfast 


New YorkK—Stephen Masters, chair- 
man of the board and president of 
Masters, Inc., discount department 
store chain, will address the semi-an- 
nual Industry-Breakfast Meeting of 
the Popular Price Shoe Show of Amer- 
ica, Monday, December 2. 

Mr. Masters is head of a group of 
stores with sales currently at the rate 
of $45 million annually. He is regarded 
as one of the country’s outstanding ex- 
ponents of low margin, high volume re- 
tailing. The business which he started 
in 1937 with his brother is planned to 
achieve a $100-million volume by the 
end of 1958. 

Sponsors and operators of the 
PPSSA, the National Association of 
Shoe Chain Stores and the New En- 
gland shoe and Leather Association, 
anticipate exceptional trade interest in 
Mr. Masters’ speech. He will be the 
first non-shoe man to address this 
breakfast which will be held in the 
Grand Ballroom of the Hotel New 
Yorker. An attendance of 700 industry 
leaders is expected. Previous speakers 
have been top officials of major shoe 
companies who have emphasized the 
need for higher price lines and better 
mark-ons in the volume retailing of 
footwear. 

Mr. Masters is extremely active in 
community problems and humanitarian 
causes. A leading Catholic layman, he 
serves on committees to combat juvenile 
delinquency, the Cardinal’s Committee 
of the Laity, United Jewish Appeal, 
Federation of Jewish Philanthropies, 
Anti-Defamation League of B’Nai 
Brith and Boy’s Town of Italy. He is a 
trustee of Iona College, New Rochelle. 
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Fortune offers 
complete 
gize coverage pte 
for men and boys “geal 


many popular styles 
from 2 through 12 











Fitting a potential customer, be he third grader 
or old-age pensioner, presents no pressing problem to the 
Fortune dealer, for the Fortune dealer not only has the styles 
men and boys like but he has the sizes they require. Utilizing this 
complete style coverage of the season's smartest styles, he sees 
unfit'’ customers paying visits to his 


mighty few disgruntled, 
competitors. 


Too, it greatly simplifies store operation to be able to stock 





from one manufacturer many of his best styles from 2 right on 
through 12 (and even up through 15 in some cases). 













So why, in summary, is a Fortune franchise so desirable? (1) 
Complete size coverage. (2) Smart shoes which reflect the latest 
style trends. (3) A price range in which approximately 50% of 
American men buy their shoes. Add to this Fortune's efficient 
in-stock service and its effective new display and promotion 
program and you have a proposition hard to top. 


Write us today for full details. 


SHOES FOR MEN 
SHOES FOR BOYS 
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FPP tte 
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SO soft...so flexible...so comfortable 








‘Armstrong 


FiBERCORK 


The cushioned insole materia/ 


Unusual flexibility is a hallmark of today’s best selling women’s shoes. And more and more 
they're being made with a magic new two-in-one material — Fibercork*— an insole and a cushion, 
both in one uniform material. Fibercork enhances the softness of any shoe construction, adds its 
own gentle resiliency. It’s a new material, made in a new way, with springy cork particles and 
soft felted fibers. Send for a sample. See for yourself how light. how flexible, how very resilient 


Fibercork really is. Armstrong Cork Company, 7711 Delaware Avenue, Lancaster, Pennsylvania. 
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will be worn by 
Warner Bros. TV western 


Stars in 1958! 


Make plans now to jump on 


the bandwagon of the greatest 
cowboy boot promotion of all time! 


e NATIONAL MAGAZINES 


e COAST-TO-COAST 
NEWSPAPER CAMPAIGN 


e POINT-OF-SALE 
e DEALER HELPS 


ALL FOR YOU... to tie in with the 
greatest two leaders in their fields ... Acme 
Boot Company, Inc., ‘‘World’s Largest 
Bootmakers’’ and Warner Bros., foremost 
producers of western entertainment! 








See you at ... The Popular Price Show of America 
December 1-5 

Hotel New Yorker 

Rooms 634-635 

New York City, New York 





- 
ME 
ee 


PARENTS| 


7, MAGAZINE » 
< 
toy, we 
Erriseo * 


p> full sponge insole 


P cushioned arch 


support 


> cushioned heel 


Built better ...to sell better! 


Dealers who carry the Fleetwood line enjoy substantial sales 
increases year after year. 
Fleetwood Oxfords, Bluchers and Sandals combine smart 
appearance with easy comfort. And their advanced 
construction features — such as nylon stitching, reinforced counters 
and rope-design outsoles — assure your customers of long, hard wear. 
The all-around quality of Fleetwoods makes them popular 
with youngsters and grown-ups alike. 


Stock up now and watch your profits grow! PPSS.A. Show, New York 


TY E R Rhea Cnpany saga 


ANDOVER, MASSACHUSETTS, U.S.A. 





TYER RUBBER COMPANY Footwear Division, Andover, Massachusetts 


Gentlemen: Please send me the latest Tyer Catalog Price Lists on Canvas and Rubber Footwear. 
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the best name tn children’s shoes 


at 
Fit i? 


High chair to high school —a complete 


line of children’s shoes styled ahead of 
their class and backed by an in-stock 
7] service you can count on...Milwaukee assmale 
ee quality and fit, of course. $4.95 to ee ee 
ane $6.95, Some higher. 


ideal Shoe Mfg. Co., Milwaukee 12 
Popular Price Shoe Show, 63! Marbridge Bidg., New York 17 
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= FIRST 
CHOICE 


OF MOTHERS AND CHILDREN 


In a Nation- Wide “Concealed Brand” Test 
Conducted in Major Cities by Reuben Donnelley Company 


AMERICAN JUNIORS SHOES 


Chosen FIRST of FIVE TOP children’s brands 


FOR VALUE 


Chosen first repeatedly over 4 other 
brands 


* 


* 


Sumors 


. * 
wicca er 


* 
* 


See Our Complete Line at 
POPULAR PRICE SHOE SHOW 
Hotel Sheraton-McAlpin 
New York City 
Rooms 506-8-9 and 511 


FOR WORKMANSHIP 


Picked first, — far ahead of 2nd 
choice 


FOR STYLE 


Selected 1st more times than any of 
other 4 


American Juniors Shoe Company was gratified to learn what representa- 
tives of the Reuben Donnelley Company found out. Personal, individual 
home interviews, in a “concealed brand” survey, were made by Donnelley 
field personnel in|major cities. 


Five top-brand Children’s shoes, with their brand-names completely con- 
cealed by numbers, were shown to thousands of mothers and children. They 
selected their first choice for value . . . for workmanship . . . for style! 


When all of the questionnaires were tabulated and the numbers were 
identified for brand names, results showed that AMERICAN JUNIORS had been 
chosen First for value .. . FirsT for style . . . First for workmanship! A real 
tribute to the craftsmanship and famous value that has made AMERICAN 
JUNIORS the country’s fastest growing line of children’s shoes. 


AMERICAN JUNIORS SHOE COMPANY, INC. 


ONE ISLAND STREET, LAWRENCE, MASS. Division Consolidated National Shoe Corp 
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Buying Signs Look Good 


Hard Money Policies 
Not Likely to Ease 


How Has Tight Money 
Affeeted Your Business? 





Vitis Newsreel 








by George H. Baker 


Government officials now believe that retail sales are on the upturn. The 
softness that prevailed in the late summer and early autumn is over, and 
the buying signs now indicate a slow but steady rise for the rest of this 
year and for the first quarter of 1958. 

Higher shoe prices are not necessarily going to cancel many con- 
sumer sales, the government men are reasoning. They point out that 
consumer income, nationwide, is high. And consumers are tending to 
spend their money on soft goods, rather than on durable goods. Sales 
of apparel and footwear are continuing to gain, although sales of auto- 
mobiles, new homes, and home furnishings are bumping along at dis- 
appointing levels. 

More and more, it looks like consumers are shifting gradually from 
a preference for hard goods to apparel and footwear. It looks. therefore, 
like now is the time to pull shoe prices up to more realistic levels. This 
means both factory prices and retail prices. There was never a more 
favorable time for some long-overdue price adjustments. 


Even if industrial production should take an unexpected dive this winter, 
the Federal Reserve Board still won’t soften its hard money policies. 
The reason for this attitude is that (1) The Board thinks any drop 
in industrial activity will be both slight and of limited duration; (2) It 
takes about six months for any change in government money policies to 
show up at the “borrower” level. By this time, the slide would be over. 
The talked-about drop in production may never come, anyway. 
The Defense Dept. is planning to increase sharply its expenditures for 
missiles and rockets. This will have the effect of increasing production 
among government contractors and subcontractors. Payrolls in many 
communities will gain as the stream of federal dollars picks up again. 
There’s no serious intent inside the Pentagon to hold defense spending 
next year to the $38 billion ceiling set this year by former Defense 
Secretary Wilson. From here on, everything goes up. Next year is an 
election year, and politicians in both parties are determined to see that 
there’s plenty of money in circulation and plenty of jobs by next summer. 


The government is officially interested in how current tight money, high 
interest rate policies have affected your operations. 

Federal Reserve Board officials are getting started on a lengthy, 
detailed study of how small firms have been affected by current monetary 
restraints, and whether most small firms need short, intermediate, or 
long-term credit. 

Personal interviews with a cross-section of small businessmen will 
be a part of the survey. 

The government’s controls haven’t stopped consumers from boosting 
their debt. In August, installment debt rose another $346 million, bring- 
ing the total owed on time payments to $33 billion, plus an $6.2 billion 
on single-payment loans. (These figures do not include home mortgages. ) 

If current money conditions and government policies have affected 
your operations, write to the Federal Reserve Board, Washington 25, 
D. C. Explain exactly what happened and what you believe could be 
done to improve conditions as far as vour operations are concerned. 


IEE itihcie News reel o ¢« ¢ (continued) 














Foolproof Issues for the Democrats in Congress believe they have two foolproof issues for the 
1958 Election Campaign 1958 election campaigns: Inflation and costly interest. 

At this point, it is hard to see how the Democrats can fail to sap 
Republican strength with these two issues. Nobody wants inflation or 
high interest rates. And politicians who denounce high prices always win 
friends. 

Democratic leaders calculate that these issues are going to carry 
through into next year, an election year. If they are right, they'll have 
two red-hot campaign issues to take before the people. Both issues are 
uncomfortable burdens for the Republicans. If inflation and high interest 
don’t level off soon, the Republicans could weli forfeit all hope of gaining 
majorities in the Senate and House next year. 

Inflation is a troublesome, nagging problem in the White House inner 
circles, But nobody in Mr. Eisenhower’s official family admits to know- 
ing how to stop it. There is the usual talk of “appealing to the better 
nature” of business executives (to hold down prices) and to labor leaders 
(to forego wage demands). However, moral suasion of this type is 
usually ineffective. Even so, Ike may personally have a try at persuading 
executives to hold the line of prices and wages. 


Two Headed Criticism You can expect to hear a good deal more about inflation and depressions 
in the months ahead from the Democratic National Committee. A talka- 
tive battery of eggheads, led by Prof. Kenneth Galbraith of Harvard, is 
issuing a stream of statements calculated to show that the nation is 
either in a depression or in a period of inflation. 

Says Prof. Galbraith: 

® Tight money is not slowing down business expansion. 

@ Ike should endorse Walter Reuther’s plan to cut auto prices. 

@ But he (Ike) should have approved higher pay for civil service 
workers. 

@ A depression is threatening, but high prices and full employment 
also are current problems. 

These and other points are being developed at Democratic head- 
quarters in Washington for use in the 1958 election campaigns. As you 
can see, the pattern of criticism is two-headed: Ike is responsible for 
inflation, and he is also responsible for a depression. True, the two 
are not exactly compatible, but the Democrats are hoping that either one 
condition or the other will prevail next summer when the campaigns are 


under way in earnest. 


Business Volunteers The White House is seeking several hundred businessmen who’ll be will- 
for National Emergency ing to work for the government in time of national emergency. At present, 
| the government has a list of about 500 executives in business and indus- 
try who have volunteered to serve in government mobilization jobs when 
needed, The new plan is to increase this list of 500 to about 800. 
These executives will be called upon to occupy key defense mobili- 
zation positions in time of war or all-out emergency. They'll write and 
| enforce the government orders controlling allocations of materials, con- 
[TURN TO PAGE 116, PLEASE] 





STRADA comes to the point! 


...a high heel pointed 
toe last with puffed 
leather ornament... 
created in the en- 
during beauty of 


HUBSCHMAN’S CALF 


#3323 Ginger Beer 
(illustrated), and in #522 
Molasses...also in 
Ginger Beer with 
medium heel. A Cus- 
tomcraft shoe by 
Schwartzs« Benjamin, 
Inc., New York 1 
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HUSTOINCTY 


f. 


. HUBSCHMAN & SONS, INC. 
PHILADELPHIA 23 
FASHION OFFICE 

.. EMPIRE STATE BUILDING . . . 
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WONIMU Pon 


HEADING THE CAST 


. Dick Hasey 
. Had Albright 
. Ben Barnett 
. Ray Forgette 


Ray M. Dumont 
Ned Anderson 


. Bill Wood 
. Abe Scolnick 
. Don Ferritor 


. Arthur C. Pett 

. Ed Sherman 

. Ira Mack 

. Leo LeRoy 

. Fred Moncur 

. Hymie Gotlieb 

. C. E. Carpenter 

. Louis W. Hultgren 
. Bill Sorensen 


PRESENTING THE NEW LOOK in women’s footwear 
fashions for '58! Don’t miss the newest in new 
tapered toes... the smartest in classic ornamen- 
tation! Here’s a complete line for women, teen- 
agers, children — featuring famous Lucernes, 
Whisper Steps, Gay Bouquet labels. AND... 
nationally advertised in full color pages in the lead- 
ing Fashion Magazines all season long! Don’t miss 
Viner — Star of the Show! 


VINER BROS., INC., Bangor, Maine 
Shoe Craftsmen Since 1905 


Nationally Advertised 
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-- and at all regional shows 
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style sells once...comfort sells always! 


Tomorrow's business depends on the comfort of the shoes you sell today ! 
And it’s U.S. Kem-Blo sponge rubber insoles that give shoes the lasting. 
luxurious, cushiony comfort your customers want! U.S. Kem-Blo insoles 
made to orthopedic specifications, assure balanced wear . . . won’t ever pack, 
shred, or mat. Scientifically-gauged thicknesses last for the life of both light 
and heavyweight shoes. For information and test-size samples—phone or 
write United States Rubber, U. S. Kem-Blo Sponge Dept., 361 Church Street, 
Naugatuck, Conn. Tel. No. Park 9-2261. 


US United States Rubber 
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SEE THE 
COMPLETE 
NEW LINE! 


WALK-OVER 


HOBBIES , 


Unusual new 
featherweight 

fashion for 
heavyweight sales 


Ask about special 
Meet the fabulous new featherweight 3 Merchandising Plan on 
fashions for country style and com- = ea 
fort . . . true country casuals... . WALK-OVER HOBBIES 
yes, meet WALK-OVER Hob- 
bies! Meet the complete new : See Walk-Over at the 
WALK-OVER line for more profit gy New York Show 
and turnover, with expanded December 1-5 
in-stock facilities and service. 


Meet the new WALK-OVER 
Franchise Plan that offers 

42% + minimum mark-up 
with a profit dividend on re- 
orders. 


Meet your WALK-OVER 
salesman today .. . or contact 
Jean Keith, President, or Bob 
Fesler, Vice-President and 
Sales Manager. 


GEO. E. KEITH COMPANY Brockton 63, Mass. 47 West 34th St., New York, N.Y. 


39 


‘ 
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* MICROSHEEN BOX. 


WITH 





\ rece shine corn } 


Easy to Handle! 
Easy to Sell! 


% Here’s the hottest polish 
promotion in years... pre- 
packed in eye-catching 
colorful Microsheen boxes! 





% No messy, jumbled racks 
. no handling nuisance! 
Microsheen boxes stack 


neatly, quickly... provide (ir ~ 

better display value... ; he 5 

better sales impact! | MICROSHEEN 
% Productand color featured yp BLACK S 


prominently on all sides 4001 


for easy identification! Pre- ' / a “ 

priced at popular Micro- P , —_ 

sheenlevel...stillonly 25¢! ee, 
ied 
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Order Full 
GRIFFIN LINE 


, ae now at EXTRA 
Your Boyle-Midway representative will call on & ? 3 BIG DISCOUNTS 


you soon with full details! Check the facts... Cickihen dielieeadeiiiialin 
check the figures .. . then put Griffin out SO favorites: Griffin Microsheen 
front on your shoe polish shelves! Ye deal (in bright new box with 

aif free shine cloth) . . . A-B-C 
Liquid Wax .. . A-B-C Paste 
Polish . . . Griffin Scuff Cover 
... Griffin Allwite . . . Lotion 
Creme .. . Suede Dressing... 
Griffin Shoe Dye . . . Heel and 
Sole Dressing . . . and new 
Griffin Shoe Shine Kits! Special 
allowances apply to all items, 
all sizes, all colors! So act right 
away... don't miss out! Earn 
extra profits now on America’s 
fastest selling shoe polish line! 





All This and TV Too! =e Love or ite 


BIG NETWORK **"" 


© Doug Edwards 
CBS-TV 
TV SHOWS @ It Could Be You 
NBC-TV 
No Household Line Out-Advertises BOYLE-MIDWAY Each Week! © Queen For 
... None Gives You A Better Deal! A Day—Nec-Tv 


LOS ANGELES BROOKLYN CHICAGO CANTON, OHIO CHAMBLEE, GA. CRANFORD, NEW JERSEY 
“ 


f 
6 strategically located plants plus 


BOY LE = MIDWAY ! N i 22 E. 40th St., New York 16, N. ¥, 2 warehouses, at Seattle and Dallas 
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PLIRI 


It’s the right combination. Strength where you need it. Economy where you can 
safely save money. 


Inseam stitches can be set tightly in the tough duck inner flange. The outer flange 
of fused fibrous material is securely bonded to the feather portion of the insole. It 
provides firmness to the rib to match the pulls of tight side lasting and inseaming. 


There is no loose unanchored core in the upstanding part of 
PLIRIB. You can get a low tight seam without danger 

of sewing in an air pocket under a core. Inseam 

stitches are set in solid rib material. 


You can depend upon the uniformity of 
PLIRIB too. All cements are made under 
strictest quality control methods 

to assure continued satisfaction. 


FABRIC 


FIBRE 


It costs you nothing to find out how 
PLIRIB saves you money and im- 
proves quolity. Call us today. 


PRODUCT OF B. B. CHEMICAL CO. 


Distributed by United Shoe Machinery Corporation 


Boston, Massachusetts 
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& QUALITY 


VARIETY ¢ 


9 


at the POPULAR PRICE SHOE SHOW of AMERICA 


NEW YORK TRADE SHOW BUILDING 
500 Eighth Avenue, New York, N.Y. — Rooms 348, 349, 307 
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So why . 


should you : cat 
sell Peek-A-Boot? oat cate 


_fethion-qualty delivery uheryoarned taster toner and. national advertin 


Were pretty proud of the all-new floral pattern Peek-A-Boot...and of the many 
other features that make them “at home” in the best surroundings. But just 
what does this mean to you? 


It translates itself into cold, hard cash...increased profits because this is the 
rainboot that women want. Quality of product backed by the biggest 
consumer advertising campaign in our history...by point-of-purchase material 
including window banners and a portable merchandising rack...by prompt 
service you can count on! 


Be part of the Peek-A-Boot profit picture... 
write, phone or wire your orders now! 


PEEK-A~-BOOT, inc. 
1600 So. Flower Street, Los Angeles 15, California 
47 W. 34th Street, New York + 150 W. 63rd Street, Chicago + 186 Lincoln Street, Boston 


Visit Peek-A-Boot at the PPSSA—Rooms 603 & 604—N. Y. Trade Show Bldg. 
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Jo tell the profitable 
young mens manket you need 


the FAST STYLING, 
TOP VALUE wu 
RIGHT PRICE Of 





G6630 — youth- 


WL. 
ful new four-eye- 


let moccasin bal in 
black, with black storm- 
welt and sole stitch- 


ing. Oak Long- 


wear ye rubber BY, LO) AY IO) Mihai A 
eel. 
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HOW 


IS YOUR 


VISION ? 


Last season the names of selected stores from coast to coast 


appeared in Golos unprecedented advertising campaign in the 
Sunday Supplements of America’s leading newspapers. 12.533.503 


customers saw the fashion-exciting shoes. noted the store names. 


nd responded in overwhelming numbers 


ine Golo has planned nother .namu “supplement” 


to channel the full power ol iL advertising to fine 


stores at Nite Love al leve |. 


If you are a merchant of vision we 


full details. 


Golo’s representatives will be at the PPSSA in New York City at 


the I mpire State Building. suite 925 














TODLIN ..... . te 
Piayn-Toe for the 
very young in good 
looking white elk 
has a_ special low 
cut top for better 
ankle fit and more 
freedom. 


yo 
"es -*” 
eee ae 


SHIELD-TOE... 
a rugged CorecTred 
shoe, handsomely 
styled with a wear 
resistant shark tip. 
In a rich dressy 
brown. 


Recommendation 
The clinic approved features 
of Edwards complete line of 
Pedic shoes are one of the 
many reasons why leading 
Pediatricians all over the 
country recommend them for 
their patients. This plus 
Edwards line of regular and 
Todlin shoes provide a well- 
rounded service for you... 

so, when you think of chil- 
dren’s shoes, think 
of Edwards. 


COLLAR ... dressy 
pump with Louis 
heel and decorative 
edging around open- 
ing. In black suede, 
patent and blue 
smooth leathers. 


THE SHOE FoR CHILDREN 


PHILADELPHIA 7, PA. 


COOPER ... smart 
looking, hard wear- 
ing genuine Good- 
year Welt, plus 
decorated toe make 
this shoe a favorite 
with boys. In black 
smooth or brown 
grain. 











/ 


stormy 
/ 
/ weather! 


Hi-lo 
Fits any 
heel height 


Tell your customers you have the FASHION boot! 
Tell your customers you have DRIZZLE BOOTS® 
They are CLEARLY the best boots! 


28 BIG NATIONAL 
FASHION ADS 


RADIO SPOT CAMPAIGN 


in 13 leading markets to make DRIZZLE BOOTS 
the most “asked for” boot. To be sure you can 


sell your customers the boot they ask for... 


ORDER 


drizzle boots. 


TODAY! 


#8o1 sos, #802 
Hi-Heel 4 Cuban 
Fits high ix Fits cuban and 
heels 4 square heels 


In smoke grey 
or crystal 
clear. 

Retail — 

just $2 


Caen Oye UNe Op WRITE COFFEY-HOYT PRODUCTS, INC., Gardena, California 


2 Guaranteed by > 
Good Housekeeping 
ny 


* 
wor as Apvenriseo WES 


IN NEW YORK: 45 West 34th Street 
IN CHICAGO: Excel Bonded Warehouse, 3920-46 South Calumet 
or call your nearest warehouse or jobber 
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Fiber Industries 


Beaver Falls, New York. 
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UNIFORM QUALITY 
DOESN'T JUST HAPPEN 


At John R. Evans & Company physical uniformity is part of uniform quality 








BELOW 

A goat skin is thicker in some spots than 
others, so the thick places must be shaved 
down, on the flesh side, until the skin is the 


same thickness throughout. Otherwise the 


final glazing would be uneven and spotty, 


instead of uniformly smooth and lustrous. 


JOHN MEKSA is the man whose skilled hands and sharp eyes make 


sure that every skin that goes to the dye vats is of uniform thickness. 


RUBY KID T-STRAP by KIMEL 
OF BOSTON, one of the leading 
manufacturers of high style 
shoes who standardize on Evans 
Uniform Quality Leathers. 


A Member of the Kid Leather Guild 
JOHN R. EVANS & COMPANY — The House of Uniform Quality Leathers 
CAMDEN, NEW JERSEY — 1857 OUR HUNDREDTH ANNIVERSARY 1957 








YORKTOWN MERCHANTS 
GIVE THEIR CUSTOMERS PLENTY OF REASON TO BUY! 


The new Yorktown line for Spring '58 contains every element 
needed to attract today's fashion-alert customer — to sell him 
— and to keep him sold. It is a challenging line with a rare 
combination of styling, quality, shoemaking, fit, and comfort — 


backed by dependable in-stock service. Its complete coverage 
of every wanted style and type keeps you strong in every phase 
of your operation. You can count on this line to build business. wi 
59 GREAT IN-STOCK LINES | 


@ 98 in-stock men’s styles . . . dominant values at 


$10.95-$14.95 retail. 


Air-Tred air-cushion shock-absorber shoes at Three Generations of Fine Shoemaking 
$11.95-$12.95 retail. perienenasnermmasntaiitiniiaatiitiisiiians 








Leather-covered cushion insole shoes at $12.95 retail. SEE YORKTOWN AT PPSSA 
Boys’ shoes made with men's shoe superiorities at New Yorker Hotel, New York — Dec. 1-5 
$8.50-$8.95 retail. Rooms 501-502-552-553 


Pueblos hand-sewn true mocs finest in their price range at also 
$11.95 retail. Onondaga Hotel, Syracuse — Jan. 19-21 


saps 








Write now for catalog or for salesman to call 
GARDINER SHOE COMPANY, INC. 
MAIN OFFICE, FACTORY AND IN-STOCK DEPARTMENT 
Gardiner, Maine 


NEW YORK SALES OFFICE: Marbridge Bidg., 47 W. 34th St. FAR WESTERN DISTRIBUTORS: Solnit Shoe Co., Buckingham & Hecht, 817 S. Los Angeles St., Los Angeles 
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Sales prove it!... 


SALES RECORD - STYLE AND VOLUME 
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SHOES USING FABRIcushon’ foam 
are BREAD 'N’ BUTTER vines: 


Shoe patterns that sell in steadily increasing 
volume ... year after year ... are profit- 
able “bread ’n’ butter” items. They obviously 
have the style, price and comfort factors that 


satisfy consumers. 


This is particularly true of footwear using 
FABRIcushon foam-fabric combinations as 
linings, insoles or bottom fillers. The results 
are consistent .. . high volume sales. 


That’s why more and more shoe manufac- 
turers ... and combiners ... are specifying 
FABRIcushon materials for dress shoes, 
casual shoes, slippers, work shoes and hunt- 
ing boots. They know from experience that 
it’s a matter of dollars and sense! 


TOP SELLERS FOR THREE 
INTERNATIONAL SHOE 
BRANCHES FEATURE 
FABRicushon LININGS 


Typical “bread ’n’ butter” case histories are reported by 
International Shoe Co. for a pattern using FABRIcushon 
upper linings. Sold under the names of Trim Tred 
(Roberts, Johnson, Rand), Velvet Step (Peters Shoe 
Co.) and Grace Walker (Friedman-Shelby), this style 
has been the biggest selling pattern for three consecutive 
years. And it is expected to continue indefinitely. 
FABRIcushon lining provides the two important sales 
features of this pattern . .. style and cushioning. It has 
the additional value of being easy to handle and to work 
in production. 


FABRicushon products are produced under Patents 2,628,654 and 2,649,391. 
Andrews-Alderfer Division 


* Trade-Mark of The Kendall Company 


THE KEN DA LE COMPANY 
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CW Dow Corning Silicone 


Ye in kealleet 


@ KEEPS WATER O87 
ane Sti BREATHES 
@ STAYS SOFT AMD FLEXIBLE 
, 4 
MORE COMFORTABLE TO WEAR 
STAY HEW LOOKING LONGER 


Look for this tag! 


Only shoes made of upper 
leather that has been SYLFLEX 
tanned, tested and certified 

by licensed tanners to meet 
Dow Corning’s performance 
standards, can wear this tag. 
Ask your resources for shoes of 
SYLFLEX tanned leather. 


q For this—instead of this ‘ 


Shoe yf SYLFLEX tanned 
etohiat-tael Ma (-hamelatemaelaha-a) 
tional shoe at right, dried 


after equal exposure to ice 


removal salts 


Leather tanned with SYLFLEX: 


Keeps water out! Even after miles of walking in the rain, the wetness will not 
penetrate shoe uppers of leather tanned with SYLFLEX. 


Dries faster! SYLFLEX tanned leather absorbs 70% less water than the same 
leather with conventional tanning. Dries like a nylon shirt. 


Stays soft and flexible! Leather tanned with SYLFLEX repels water and the 
ice-removal salts that reduce the natural oils in leather, causing shoes to 
stiffen, crack and curl. 


Still “breathes!” Air passes freely through the pores of leather tanned with 
SYLFLEX, making shoes more comfortable to wear, more healthful. 


Keeps its new-shoe look with old-shoe comfort! It’s safe from water-borne 


chemicals that cause deterioration. Adds eye appeal to dry appeal. 
*T. M: for Dow Corning Silicones tanned into leather. 


DOW CORNING CORP., MIDLAND, MICHIGAN 
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THE UPPER LEATHERS, THE FINDINGS, THE DETAIL, 


THE WORKMANSHIP, THE PRICE . . . SEE FOR YOURSELF 


THAT Judy ’n’ Jerry Quality is peerless in its price range: 
Top-Grade Leather Uppers, Linings, Innersoles. 


THAT Judy 'n’ Jerry Prices are targeted on the middle-millions 
mass market. . . concentrating on $5 retailers. 


THAT Judy 'n’ Jerry Mark-up averages well over 40%... 
equals or surpasses any other Brand-Name Children’s Line. 


THAT Judy 'n’ Jerry Value, quality for quality and dollar 
for dollar, makes it America’s greatest Buy! 


THAT Judy 'n’ Jerry Advertising . . . National and 
Point-of-Sale Aids . .. combine punch and prestige 
for maximum sales-pull. 


INV EGsS'TIG ATE! 


STOCK AND SELL 
JUDY ‘N’ JERRY SHOES THAT 
CHILDREN'S AND COMPARE WITH 
MISSES’ FOOTWEAR *G, *7 AND *8 


RETAILING AT RETAILERS 
(A Few Styles at $5.50 and $6) 


SEE US AT THE NEW YORKER, ROOM 908 
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Leathers you can 


rely on for 


VALUE AND ECONOMY IN 1958 


NORTHWESTERN 





Dre0e LEATHERS 


TAMARAC 
MACKINAC 
FRONTENAC 


LEATHERS 





Sport LEATHERS 
SOOTAN 
SMOOTH PAC 
AURORA 





Childrens LEATHERS 


SOONAC 
ELKO 


ROYALTY SMOOTH WHITES 





Heavy Duly LEATHERS 


MALLARD 
KITCHENER 


NORTHWEST MOUNTED 


DEPENDABLE Since 1899 


NORTHWESTERN LEATHER COMPANY 


210 SOUTH STREET, BOSTON 11, MASS. 
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« ee ie 
in 1850 Sunday train riding was not allowed in Boston, 


unless you signed a pledge that you were 


going to church. 


HAVE CHANGED! 


Today, it's the carefree, 
casual look that sells in shoes. 
And that... that means 


MOC-ABOUTS° 


$5.95 - $8.95 
In Stock Volume Styled 
Volume Priced Nationally Advertised 


3,000 retailers already are profiting . . . 
because they've gone along with the times. . . 
with Moc-Abouts . . . the nation's only 
complete, concentrated line of men's and 
boys’ casuals. And you'll see why at the P.P.S.S.A., 


New York, Dec, 1-5, Hotel New Yorker, Rooms 618-619 . 
WRITE FOR COMPLETE CATALOG TODAY! 
MOC-ABOUTS, MANUFACTURED BY NASHUA FOOTWEAR CORP. 
LAWRENCE, MASS. 





New concepts of shoe crafting... new achievements of fit and comfort... new beauty and function, all made 
possible with the proper use of Lastex elastic yarn. For complete information on the basic construction of 
the elasticized shoe, or for details on brand-new techniques for using fabrics, leathers or linings elasticized 
with Lastex, consult Alfred Vamos, 47 West 34th Street, New York City. 


Mr. Vamos is the inventor* of the elasticized shoe. His expert advice on ‘‘Lastex’’ is available to the entire 
shoe industry. *U.S. Patent Nos. 2,184,261; 2,184,772; 2,269,923 assigned to United States Rubber Company 


“Lastex’’—the elastic yarn—is one of the great family of textiles 
made exclusively by the Textile Division, United States Rubber. 


United States Rubber 
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Pinchos 


SAYS 


“INFLATION OR DEFLATION, MY 
PRICES HAVEN'T CHANGED SINCE 1951" 


It's been rumored that I've flipped—not raising my prices for over 5 years with material and labor 
costs spiraling. Well, maybe so. All | can tell you is that I've become the biggest moccasin maker 
in America, doing crazy stuff like this. | cover every moccasin type and style from genuine hand-sewn, 
hand-laced and Littleway stitched mocs to my new cement-process styles which are already rolling up 
a record. 


Men's 3-eyelet 
oxford with 
crepe sole 


no shoes, no boots, 

I just make moccasins 

in every type, for 

every age, for every pocket book 


Men's 


CATERING TO THE VOLUME TRADE ONLY aay 


moccasin 





Drop in and get your juicy 
Maine Red McIntosh Apple 


HOTEL NEW YORKER N 4 ll 
Rooms 923-924 at ened 


or Italian 
type last 











MEDWED FOOTWEAR CO. tesice ofice. 179 Uncsn Sie 
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IF 
YOU'RE 
AIMING 
FOR 
VOLUME 


FIVE STAR 


at the PPSSA, Hotel New Yorker, Room 1544 —Dec. 1-5 


FIVE STAR FOOTWEAR COMPANY e 43-01 22nd ST. @ Long Island City 1, N.Y. 
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Foot-happiness for millions 


Just as they did 30 years ago, 
Onco Innersoles are today pro- 
viding millions of Americans 
with the utmost in comfort and 
satisfaction. 

Now, extensive plant and 
process improvements have 
produced new fibres that give 
Onco even greater flexibility 
than ever. 

Strong, durable Onco has 
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innersoles! 


breathe-ability, comfort depth, 
transverse rigidity, dependable 
uniformity. It features maxi- 
mum resistance to sweat, odor, 
bacteria and mold, and is guar- 
anteed to outlast the life of the 
shoe! 

New, improved Onco is proc- 
essed from Brown Company's 
exclusive Solka® pulps. It com- 
bines the finest cellulose fibres 


with the best binder for the job. 

Write for samples and com- 
plete information. Address 
Brown Company, Dept. 11, 150 
Causeway St., Boston 14, Mass. 


BROWN [i] COMPANY 


Berlin, New Hampshire 


General Sales Office: 
150 Causeway Street, Boston 14, Mass. 


_INSOLE-ATED—first and still finest afoot 





HEYDAYS SHOES INC. + 2032 LOCUST STREET «+ ST. LOUIS 3, MISSOURI 
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SHOES BY a 
APPOINTMENT ONE 


We do not recommend our product for Mountain Climbing, attending the 
Coronation or for doing a Tap Dance. Some Ladies should never own a pair 
and some stores would be foolish to put them in. 

BUT, for the occasions into which they do fit, for the Lady who can wear 
Occasion shoes, for the store that is hep to 1957... there are none so good 
as Heydays for the important results, SALES - PROFITS- TURN OVER 
in spite of rigged figures so frequently quoted. 

We do not think any two retail stores are the same, nor will results in a 
Controlled outlet equal those of an Independent. We urge all retailers to com- 
pare Heydays with any line in their store. We particularly recommend they 
compare Heydays with those lines that copy so many patterns and then flex 
their turn-over muscles in their ads. 

Heydays is building a future on the product, not on promotions. This is fairly 
wise for retailers too, since the only thing they. resell is the product. It is also 
the only thing on which a profit is earned. 


Hoy” 


The Shoe with Consumer Acceptance 
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stocked in Bark Ostrich, 
Desert Tan Osirich, 

Fresh Ostrich 

Qtr. and heel of Bark Ostrich 





“g 3 
Voice of the [rade 





WHEN ENGINEERS and architects 
draft their plans and draw their 
sketches for home building, they prob- 
ably rarely consider the effect of the 
concrete floors on the feet of the 
people who will eventually inhabit 


those homes. DONALD C. RICH, co- 











ewner of Flodon’s Shoes Inc. in War- 
wick, R. I., finds that “the construction 
of new suburban homes, built on stone 
slabs, is producing a definite trend 
toward casuals with crepe and cushion 
crepe rubber soles in shoes. Last year, 
this category of shoes accounted for 
about twenty percent of our total busi- 
ness. This year it is running forty per- 
cent of the total. 

“This trend is apparent not only in 
casuals for men and women but for 
children, as well. We are getting many 
more calls for this type of sole for 
children’s shoes. Our customers have 
mentioned that the new floors are 
harder, less resilient and more tiring 
and therefore they want to try crepe 
for some other type of resilient sole to 
ease the strain on their feet. 

“As far as business this year is con- 
cerned, | believe it is going to be bet- 
ter than 1956. There are many indica- 
tions that point to a very good year.” 
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© A new concept of the importance 
of dressing right is being woven 
into the fabric of American life by 
the multi-faceted public relations cam- 
paign of the American Institute of 
Men’s and Boys’ Wear. As FRANCIS 
DeWITT PRATT, president of the 
Institute commented: 

“We believe this series blazes a new 
path for our industry, hitching the en- 
tire concept of ‘Dress Right’ to the 
basic human emotions of love, fear 
and success. With this campaign we 
are dramatizing the fact that personal 
appearance should be just as impor- 
tant to the American male as the ap- 
pearance of his car, his home and his 
wife and daughters. Given the basic 
American belief in the importance of 
first appearances in our swift social 
and business life, ‘personal packaging’ 
can become very important to the 
average citizen. 





“This campaign will do much to 
create a basic desire on the part of 
many more million American men for 
bigger and more varied wardrobes, 
creating a vastly larger and more re- 
sponsive audience for the fashion 
ideas of manufacturers and retailers. 
“This series, along with our pin- 
pointed educational and promotional 
campaign, will make a real dent in 
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the consciousness of the American 
man, and of the women who help him 


choose and buy his clothes.” 
* n * 





¢ “Trim for it” is the key to success- 
ful tourist business if your store is 





located in either a summer or a win- 
ter tourist center, says MAX E, 
RODGERS, manager and partner 
Shoe Fit Company 


Loveland, Colorado. He adds: 


of Brown’s 


“In a regular all-year-round shoe 
store, any tourist business is usually 
‘rake-off’ over and above your regu- 
lar profits. You buy differently for 
the 
nights to make your windows en- 


tourist trade and you work 
ticing to the tourists. We stock up 


on Indian moccasins and rugged 
shoes, play up the Rockies and the 
‘Wild West’ in our windows and sell 
plenty to the tourists just about to 
enter Big Thompson Canyon and 
Rocky Mountain National Park. A 
that 
difference between ‘mer- 
It’s the 


merchandising that brings in the 


retailer has to remember 
there’s a 


chandising’ and ‘sale-ing.’ 


customers, in a mood to spend 
money on vacation. Whether it’s in 
the winter skiing or summer resort 
areas, the same principles could be 

° ” 

applied. 

* + * 

“The most successful shoe men sum- 
marize their own mistakes of the past, 
analyze them carefully and place any 
blame at their own door,” is the 


philosophy of HARRY BUTLER, for 
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twelve years buyer of women’s and 
children’s shoes for the Denver May 
Company Stores operation. Empha- 
sizing the pointed toe trend, Mr. But- 
ler says: 

“In all justice to manufacturers, they 
should be given a great deal of credit 
for courage displayed in sticking to 
their conviction as far as the fashion 
shoe is concerned. Even in the face 
of manufacturing problems, costs of 
new lasts, etc., they felt that this new 
tapered last was the thing that people 
wanted. They stuck together. With 
the first encouraging signs that the 
newer shoes are being accepted, they 
again will come up with some new 
emphasis that is bound to stimulate 
shoe business for some time to come. 
“Too many retailers place the blame 
for any loss in business on the manu- 
facturer’s doorstep or anyone else, 
whereas they usually can find the 
prime factor right in their own store 


or office.” 
* . * 


The matching outfit or the one that 
definitely “goes with” the rest of the 
ensemble is as important for children 
as it is for grown-ups. DAVE HALTZ- 
MAN of Joel’s Youth Centre in Ches- 
ter, Pa., notes that “the pleasant look 
of harmony that ties shoes in with the 
rest of the outfit is not lost on the 
growing child. 

“I would say that in selling shoes for 
children today, it would be well to 
know what the child intends to wear 
the shoes with. Knowing the child’s 
age and shoe size gives you some 
working basis as to preferences. We 
have found that children who wear up 
to size 12 will allow themselves to be 
fitted to shoes with straps, ties or 
whatever the parent thinks the child 
requires. Sometimes, there is a dif- 
ference of opinion but if we can sat- 
isfy the parent that the fit is right in 
the shoe she wants her child to wear, 
the child can also be sold. 

“The approach to the child who wears 
12% to 3 is a different matter. She 
is beginning to have a sharp eye for 
women’s fashions and evidently pre- 
fers pumps, even for the shoes she 
wears most frequently, because they 
seem to give her the maximum amount 
of comfort and pleasure.” 
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Proftile.... 


by ESTELLE G. ANDERSON 





EL GRANDE and shoes have been a natural and happy combina- 

tion. It started in the little town of Ascoli Piceno, where Papa 

Del Grande had a small shop and where he used to fashion shoes 
by hand for the local gentry. And now it has become internationally re- 
nowned through the skill and craftsmanship of his son, Philip Del Grande, 
manufacturer of women’s high quality shoes in Montreal, Canada. 

Philip received his higher education at the university in Rome, where 
he studied economics, marketing, commercial law and science. All these 
have proved invaluable to him since. But we are getting ahead of our 
story. ... 

In December, 1926, Philip and his sister came to Montreal for the holi- 
days. They intended to go back right after the New Year festivities . . 
they thought! Evidently, Fate had different plans. Shortly after his arrival, 
Philip met an Italian shoe manufacturer, A. D. Sebastiani, owner of La 
Giocanda Shoes, who offered him a job in the office. He accepted and, 
about a year later, he was made office manager. Philip was eager to learn. 
He didn’t content himself with only the figures but would go through the 
factory, asking questions of every head of a department . . . getting to know 
every intricate phase and operation of shoemaking. He had a feeling for 
shoes .. . the heritage from his father . . . and frequently he even ventured 
to make some simple patterns. 

He stayed with La Giocanda until June, 1940, . . . just about the time 
when Italy declared war on the Allies; and since he was an ex-officer of 
the Italian Army, he was “detained” along with other prominent Italians. 
He was released in May, 1942, after spending almost two years in the 
detention camp, where he had plenty of time to think things out. It was 
then that he decided to open his own business. However, the war was on 
and it was almost impossible to find a place, to get materials and help. 
After much searching, looking, investigating and driving from one end of 
the city to the other, he finally succeeded in finding a store 20 x 40 feet. 
The place was so small that even the machinery supplier was surprised and 
puzzled as to where to put the different machines. Here is where mathe- 

[TURN TO PAGE 117, PLEASE] 
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The next big break in men’s shoe design may come in the form of new 


colors, especially blue. Our pattern portrait makes a convincing argument. 


A striking shade of midnight blue calf is combined with a handsomely 
conceived style to produce this custom slip-on. Finished in fine detail, its 
major feature is a seamless overlay apron extending back along the quarter. 
A finishing touch not shown is a gold crown on the tongue, either embossed 
or metal. 

For further information write Boot AND SHOE RECORDER. 














Spring Shoes Go Walking 


HE story of lowered heels is important in talk- 
ing about all types of shoes. So we discussed it 
in the preceding story and now it comes in even 
more strongly here. We show this 17/8 or 18/8 heel 
on a wedge heel pump, on an instep strap, on a one- 
eyelet tie and a classic spectator pump. It is the big- 
gest news in heels at this moment. It may very well 
be the transition height leading from the 21/8 and up 
\ heights to the 12/8 and down. Some manufacturers 


Hookeye bal oxford in 
plushy pigskin or 
suede, with white sole. 
Sandler of Boston. 


“Lido,” new version of 
classic loafer type with 
hand sewn vamp, new 
tapered toe, compo 
construction, very soft 
and flexible sole and 
‘\ vamp of soft leather. 
Whisper Step by Viner. 


have already brought the 18/8 down to 15/8 in grace- 
ful, curved style heels. 

Soles are another interesting story in spring shoes. 
The rubber or chemical compound sole on town street 
shoes is not news. Its increased use by many more 
manufacturers is news, however. And it is good news 
for the retailer because it is good news for his cus- 
tomer. Every woman who must do much walking on 
hard pavements appreciates this cushioned sole which 
can take its place as a style idea on well-styled town 
shoes. We show such a shoe here, smart and attractive 
in an instep strap with tapered soft toe. 

Another good-looking town walking and travel shoe 


Sport tie with Ivy 
League back buckle, 
plaid sock lining. 
Foamtread by Wellco. 


Two-eyelet tie, adjust- 
able to instep, on 
ribbed sole, leather 
heel. Oomphies. 





On Flat and Medium Heels 


For spring and summer time walking is made 


easy on cushioned soles and flat or lowered heels. 


for spring-into-summer promotion is the one- or two- effects with loops and bicycle type lacings well down 
eyelet tie, shown here with one-eyelet in finely tex- on the vamp. They come in plushy, punched and tex- 
tured leather on an 18/8 heel. In this same tailored _ tured leathers, pig and some ostrich, for example. They 
group the classic spectator is finding an important are shown in many colors but are still liked best in 
place. “Spectators” for several years have been every- [TURN TO PAGE 116, PLEASE] 
thing except classic. New versions of spectators is 
what we have called them and they have included 
many tailored or semi-tailored shoes in white chiefly 
with touches of color. After all these adaptations, a 
classic spectator becomes a real news-maker. 

Flat heel shoes are more newsworthy, too, these days. 
They have caught up with tapered toes for one thing. 
They include interesting adaptations of Norwegian 
moccasin types and of ties. They are using ghillie 


Simplified classic spec- 
tator, minus stitching, 
pinking and_perfora- 
tions. Valentines. 


A 

~ One-eyelet loop tie, 
tapered toe, in finely 
textured leather on 
18/8 heel. Cellini. 


“Mt. Vernon,” tapered 

toe and tapered 17/8 

wedge heel on high- 

riding pump in _per- : : 
forated ostrich. Desco Shoe Drawings by 


Revelation. ELLY NORDEN 


Soft toe instep strap 
on flexible rubber sole, 


medium heel. Sabrina. 





Spring Shoes Look Light, 


kling as the season. Colors are giving the big 

lift to the new shoes. They are light or bright, 
always pretty and feminine, always definite in char- 
acter. Reds are clear and vibrant, whether young 
and/or casual with a yellow cast or high style with a 
rosy tone. Both are definitely red. The same thing is 
true of the many blues, from lighter navy to light blue. 
So-called hot shades are being more used and talked 
about: turquoise or aqua, orange with this year’s coral 


. PRING styles promise to be as fresh and spar- 


Tapered toe T-strap, 
available in a number 
of high shades with 
white trim, on 18/8 
heel. Dalsan. 


cast, yellow, a vivid rosy pink. And white is slated 


for a bigger-than-ever year. 

Don’t misunderstand the spring color story, how- 
ever. Besides the very definite clear colors, there are 
still very important black, some classic browns and 
beiges and some off-beat greenish shades. There is, 
first of all, black patent leather, often trimmed with 
white and with colors, bright red, blue or green. And 
there is black calfskin, especially smart in a highly 
polished surface. In the brown-to-beige family Bene- 
dictine has returned as a favorite. And a new, very 
light and neutral kind of beige, called Bone or String, 
is important style news in all-over shoes or as a trim- 
ming instead of white. Color combinations in brilliant 


High heel, tapered toe 
pump, entirely plain 
except for collar of 
nailheads, graduated 
in size. Troylings. 


“Park Row,” closed 
pump with softly 
draped ornament and 
delicately squared ta- 
pered toe echoed in 
square heel. Florsheim. 








Look Dainty * * e by ELEANOR M. RUTTY 









Lasts, heels, patterns, treatments, materials 
and colors all help to give a fresh, spring-like 
look and feeling to the new shoes for 1958. 












contrasts—two or more—and in subtle, softened Classic T-strap style 

ombrés are a very important part of the spring and with simple graceful ; 

summer picture. outline. American Girl. ; ‘ 
All the colors in printed fabrics is a story in itself 3 

and we have already told it in our October Ist issue | s 





in the fashion feature, “All the Shoes Fit to Print.” 
Prints, as we pointed out there, are floral, stripes and 
some checks and plaids. (And here, please remember 
prints for sock linings, too.) They are almost entirely 
[TURN TO PAGE 115, PLEASE] 











Richly textured leath- 
er makes the chief 
style interest in this 
tapered toe pump. 
Sbicca Californian. 

















Completely transparent 
opened-up pump in 
colorless vinyl plastic, 
colorless plastic orna- 
ment and “glass” heel. 
Red Cross. 









Attractive combining 
of white lightly tex- 
tured calfskin with 
contrasting trim; 
dainty pattern in per- 
forations; layered 
leather 18/8 heel. 
British Walkers. 
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= for Spring: 
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Sleek black patent 
pump with needle toe. 


Printed Silk Pump— 
D’Orsay line, with a 
high, slim heel. 


Sandalized pattern, 
a typical example of 
opened up styles. 








« A, 
Lightness ee0ece056e by ESTELLE G. nS : 
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And More Color e/ 


The newest styles, colors and design trends have 


been incorporated into Popular Price Footwear 


lines and will be on display during the PPSSA 
Open back casual with high 


Show in New York City, December I to 5. riding peak vamp. 


PRING will be a little “light this year (to paraphrase a 
S popular song title) and the shoes will be the same. . . 

light in weight and construction as well as soft and flexi- 
ble. The silhouette will be elongated and narrowed and there will 
be massive doses of bright color. That is the essence of the 
style story. 

Specifically, in women’s shoes, the rising hemlines in apparel 
call for a continuation of the tapered lasts and opened up types. 
Pattern pumps, open shank D’Orsays and sandalized patterns are 
expected to be good, Patent leather is slated for a good season 
and textured leathers will continue to get good acceptance . . . 
the finer grains for dress shoes. Punched leathers will be in- 
creasingly important for casuals, sports and dress shoes. 

Color is the prerogative of spring and summer and although 
black will undoubtedly be in for another big season, there is 
promise of the important acceptance of bright blues, clear reds 
and more definite toned pastels. White will be even better than 

[TURN TO PAGE 113, PLEASE] 


Light, airy sandal types in 
colorful straws. 


T-strap sandal with little 
shaped Louis heel. 


Ivy League saddle oxford 
with hook-lacing. 





Style Trends in 


More Attention Will Be Focussed 


on Opened Up Footwear Next Season 


Experience this past season indicates the Tapered Last has established 
itself as the important volume last. The pace of acceptance has been 
slower in smaller towns, however, particularly in the south. Needle lasts 
are getting their best acceptance in metropolitan areas. Each retailer 
must analyze his individual requirements and buy a certain percentage 
of Old Lasts for his more conservative customers. 

Patent is expected to have another big season. Retailers who had 
sufficient patent inventory last year to cover the tremendous demand will 
find sales next spring at least as good. Those retailers who were under- 
stocked last year will experience good increases next spring. 

. Jao Closed toe, closed back patterns will have very strong acceptance in 
us the pre-Easter selling period and will carry over after Easter but will 
give ground to open types as the season progresses. 

As for colors: Pale and medium beiges are generally less important. 
Morse Shoe Stores : . : 
CHAIRMAN—Women’s Dress Shoe Flight Blue continues the volume shade. Red seems to be taking hold, 
Style Committee at last. Pastels and brights—clearer, more definite color tones than last 
year . . . should get added importance 


LOUIS SHINDLER 





Swing Is to Lighter Weight 
Constructions in Sport and Welt Types 


The greatest upheaval in years in sport shoes is the swing to lighter 
weight construction. These close edge types hit with tremendous impact 
this fall and we look for this trend to be even stronger this coming spring. 

Ivy League straps, closure devices, such as the various snap fast- 
eners, hook-and-eye types, are all new, important, and highlight the trend 
toward the wider varieties that will give the sports picture impetus. 

Glove leathers and other soft tannages are still the important leathers. 
Here, too, a wide variety of textured leather will augment the various 
soft tannages already in vogue. 

Black, beige, the pale families—look stronger than ever, with red 
showing up for a promotional color. 

MARION MARKUS The tapered toe influence has made itself felt. While taper in the 

The Nobil Shoe Co. sports family is not the extreme narrowness of the women’s novelty shoe, 
CHAIRMAN—W omen's Sports and there is definite acceptance for a narrower toe than the old round toe 
Welts Style Committee that has been staple to date. 





Lightweight and Flexibility 
in Men's Shoes Will Mean Big Volume 


The emphasis in men’s summer clothing and sportswear will be on light- 
ness and coolness with Ivy League continuing to be the dominant theme. 
Men’s shoes are expected to follow this trend closer than ever before. 
Lightweight, flexible shoes in both slip-on and 3-eyelet patterns will 
mean big volume. 

Men’s suiting colors will be lighter than last spring—with one excep- 
tion: Navy should become an important factor. In any case, gray and 
“blue tones” will predominate, which means Black Shoes will continue 
= ” strong. 

FRANCIS C, ROONEY An attempt will be made to revive WHITE for sportswear. If suc- 
Melville Shoe Corporation cessful, we may discover new interest in white shoes. 

CHAIRMAN—Men’s Shoe Style The classic white buck, red rubber sole will be big with the young 
Committee men, with added interest in “dirty” buck. 



























Men’s, Women’s, and Children’s Shoes 


PPSSA Style Committee 


Give Capsule Versions of Spring Style Picture 





Lighter Footwear Trend 
Firmly Established In Children’s Shoes 


The Juvenile lines for spring 1958 will continue to reflect style trends of 
the Adult Shoe World. The young Miss, in her dress shoes, will demand 
the slimmer silhouette (more tapered toe) with the adult touches of 
fashion—larger bows and ornaments, cutouts, and use of white trim on 
black patent. 

Pumps and swivel straps will continue in popularity with the latter 
being dominant in the Child’s sizes. Watch for the “T” strap as the 
newcomer with great promise, both on the conventional dress base and 
also the lower cut “skimmer” base. Colors for spring dress shoes will 
be black patent and white with only limited interest in red, blue and 
the pastels. 

No important changes are seen for the school or sport types. The 
trend toward the lighter footwear as exemplified by the bubble saddle is 
firmly established and will continue. In casuals and sandals for girls, 
watch for the barefoot look leading right up to the thong sandals for 
summer, 

The young man in the Juvenile Department will continue to go 
“mechanical” in a big way in the shoe with the closure device. Increased 
attention will be directed at lightness and flexibility in his shoes, slip-on 
types and slimmer lasts. Black will continue to gain as the dominant 
color. 










TIMOTHY P. WELCH 


G. R. Kinney Corp. 
CHAIRMAN—Children’s Shoe 
Style Committee 











buckles and ties. 
Manufacturers look for 





Excellent Promotional Opportunities 
In Women’s Casuals and Dress Flats 


Skimmers with clip-on ornaments, pattern pumps including stitching, 
overlays, pleating and high-riding effects; low shell T-straps and san- 
dalized patterns . . . all these are expected to dominate the dress flats 
picture for spring and summer 1958. There is no question that the 
slim, tapered, soft look will predominate. It is anticipated that this 
feeling will have its best interpretation in patent, textured leathers, closely 
woven straws and a wide variety of prints and colors in fabrics. 

As for casuals, the closed, more dressy types will be important— 
especially the high-riding effects achieved by peaks, tongues, bows or 


a noticeable increase in consumer demand 


for the opened up types of casuals, such as stripping sandals on low out- 
side heels, backless mules and thongs. 
Lots of color, new patterns and weaves, new textures and grains, glove 


and soft tannages . . . all these promise good promotional opportunities. 
THOMAS O. BURNS More emphasis in pattern, detailing, ornamentation and treatment in 
Sears, Roebuck & Co. fabric shoes on crepe or crepe type soles will be seen next spring. 
CHAIRM AN—W omen's Casuals and The Committee is confident that prospects are bright for a good sell- 
Dress Flats Committee ing season ahead. 
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Sound Basic Conditions Seen 


STATEMENT 


Shoe production during the first half of next year is 
expected to equal the levels reached during the first six 
months of the record-breaking years of 1957 and 1956, 
approximately 305 million pairs. This optimistic fore- 
cast is based on our expectations that consumer income 
would remain at high levels and that consumer expendi- 
tures for soft goods, including shoes, would be main- 
tained, if not increased, over 1957 levels. Continued high 
employment plus population gains point to continuation 
of consumer demands for all types of footwear, 
Conditions in our trade are sound despite keen com- 


petition and warrant an optimistic outlook for the future. 


Retail shoe inventories are low and the new styles, par- 
ticularly in women’s shoes, tend to make shoe wardrobes 
obsolete. thus creating more demand for stylish footwear. 

Shoe styles for spring °58 are the smartest and most 
salable ever shown by manufacturers. Shoe values con- 
tinue to be one of the outstanding values in apparel. 

The Popular Price Shoe Show of America, jointly spon- 
sored by the National Association of Shoe Chain Stores 
and the New England Shoe and Leather Association, 
will play an important role in increasing the volume of 
shoe business for next season. Timed for spring buying 
by America’s mass shoe market, the PPSSA is the trade’s 
great volume show for the spring and summer season. 

A. W. BERKOWITZ More than 6000 retailers and buyers attend each show. 
President, New England Shee end Leather Association PPSSA services include fashion forecasts, a breakfast 
Co-Chairman, Popular Price Shoe Show of America fashion program, a directory of volume shoe buyers and 

a listing in the official directory of major resources for 


all types of footwear. 





HE nineteenth Popular Price Shoe Show of 

America again has an important responsibility in 

assisting the shoe industry to evaluate the often 
confusing business trends of the current fall season in 
formulating buying, merchandising and pricing programs 
of the first half of °58. 

Jointly sponsored and operated by the National Asso- 
ciation of Shoe Chain Stores and the New England Shoe 
and Leather Association, PPSSA will be held December 
1 to 5 at Hotels New Yorker and Sheraton-McAlpin, and 
for the first time the show will, in addition, be housed at 
the New York Trade Show Building. Over 100 exhibits, 
including those of many lines never before shown at 
PPSSA, will be found in the new quarters, diagonally 
opposite Hotel New Yorker on Eighth Avenue. Not only 
will buyers and sellers of popular price footwear need to 
evaluate the effects of possible cost increases in their 

is products but also the position of new lasts and their 
STEPHEN MASTERS degree of significance in the various categories of popular 


Board Chairman and President, Masters, Inc. price shoes. 


Boot and Shoe Recorder 














Justifying ‘58 Optimism 


STATEMENT 


I feel basically optimistic for the next six months and 
for the coming year as to sales of popular-priced shoes. 
Five factors seem to stand out: 
1. Extreme pointed toes for women are just beginning 
to be a country-wide factor in popular-priced stores. 
. Lighter weight shoes are taking hold for men. 
These two “new looks” should begin to mean extra 
pairage at popular prices. 


3. The shorter skirt should mean added interest in 
shoes. 

4. The continuing increase in population means extra 
business—meaning that every baby fortunately is 
born barefooted. 

5. Shoes still represent the biggest buy available to the 


consumer today. 


‘ 


Business has been quite “spotty” and generally harder 
to get this past season. The net effect of this could be 
good, since it should cause retailers to examine their 
own situations more closely and get back to “hard selling.” 

The retailer, however, faces many continuing and new 
problems, such as increased selling costs and new forms 
of competition. The complexity of retailing has also in- 
creased with the addition of first, suburban, then shop- 
ping centers and now roadside stores. 

Although retailers will undoubtedly be faced with pay- 
ing more for shoes this season, the new fashion trend 
and availability of “fashion items” lend themselves to 
improved retail margins. 

I have extreme confidence in the ability of the Ameri- 
can retailer to face up to and meet these problems. 





WILLIAM M. BLACKIE 


President, National Association of Shoe Chain Stores 
Co-Chairman, Popular Price Shoe Show of America 















PPSA to Evaluate 


Conflicting First Half Trends 


Current problems need careful analysis by retailers and manufacturers. 
Expanded PPSSA program offers maximum opportunities for detailed 
study of situation. Stephen Masters to be breakfast speaker. 


TIMED FOR EARLIER EASTER 


With Easter Sunday falling on April 5th in 1958, two 
weeks and a day earlier than it did in 1957, PPSSA 
represents almost a timing dead-line in terms of the need 
for retailers to place orders and still get delivery for pre- 
holiday selling next season. 

Whether retail sales trends this fall were in any way 
related to shoe style influence is a puzzling question which 
will require considerable analysis by retailers and manu- 
facturers. As customary, the exchange of information 
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brought to PPSSA by retailers based in all parts of the 
country will help the entire market to gain a perspective 
to guide future planning. 

In addition to the new and expanded exhibits of mer- 
chandise which will be seen at the New York Trade Show 
Building, PPSSA will itself use space in the building to 
introduce several new features and services. 

There will be a Shoe Buyers’ Lounge on the second 
floor. This lounge will be available for message service, 
business or social appointments, and refreshments. There 

[TURN TO PAGE 118, PLEASE] 
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DEPARTMENT STORE SHOE SELLING | 





Since 1939 the shoe department has increased its share of the store's total dollar volume. In the fundamental 
measuring stick of profitability it stands up well, but falls far short in the crucial test dollar return on inventory 
investment. Its future is bright if something can be done about speeding up turnover. Promotion will do the rest. | 





The Problem is Better Turnover... 





Changing Concepts in Shoe Merchandising 











HEN I talk about a department, the first thing 

I look at is the figures. Therefore let’s look at 

Chart I. This gives the figures for the various 
shoe departments, but I’ve also included other depart- 
ments for comparison. 

My purpose is to see quickly what are the shoe depart- 
ments’ relative good points and bad points. 

Women’s shoes, compared with women’s dresses, show 
better in seven indices and worse in six: 

Cumulative markon is better; markdowns are better; 
gross margin is much better; returns are lower; per 
square foot dollar production is very much better; so 
also are transactions per square foot of selling space; 
newspaper space is lower. 

The six bad indices are: lower cash discount, poorer 
turnover, older merchandise, smaller percentage contribu- 
tion to total store sales, a smaller gross sale, though not 
a bad one really, higher selling salary percentage. 

Men’s shoes, on the basis of pluses and minuses, don’t 
stand up as well as men’s sports and casual wear. They 
have only five advantages and seven demerits and are 
even up on one, newspaper cost. 

Men’s shoes’ five advantages are: better cumulative 
markon, cash discount, gross margin, lower returns, 
higher gross sale. 

The demerits: higher markdowns, lower turnover, ‘old 
inventory, small sales percentage to total store’s sales, 
fewer dollars per square foot of selling space, also fewer 
transactions, higher selling salaries. 

Let’s not bother to single out the children’s shoes’ and 
boys’ shoes’ pluses and minuses—the table gives these. 

Coming back to women’s shoes, then, you’d be im- 
pressed with their advantages. You’d be sorry for men’s 
shoes—they almost made it. 

But now look at Chart II on page 114. 

If you weigh the advantages and disadvantages, one 
disadvantage will be found to outweigh several of the 
advantages. We listed the pros and cons of women’s shoes 


The Shoe Center, Macy’s spacious 6th floor salon is typical 
of the modern, well designed, attractively decorated shoe 





by WILLIAM BURSTON 
Manager, Merchandising Division N.R.D.G.A., New York, N. Y. 


in a quantitative fashion. Chart II gives us the qualita- 
tive picture. 

Chart II shows three indices. These are the funda- 
mental measuring sticks of profitability. All these are 
important, but one of them—dollar return on inventory 
investment—is most important. 

Again see how well the shoe departments, relatively, 
stand up against their comparable departments—and then 
fail the most crucial test: dollar return on inventory 
investment. 

The reason is turnover. Only lately have we been able 
to measure its impact so truly and so graphically. 

Women’s shoes turn 2.1 a year. Dresses turn three times 
as fast. 

Men’s shoes turn 1.6 times a year. Sportswear turns 


21% times as fast. 
Children’s shoes turn 2.3 a year. Girls’ wear turns 


twice as fast. 

We don’t have a separate figure for boys’ shoes alone, 
unfortunately. Obviously, they turn faster—perhaps 2.5 
or 2.6—but still not fast enough. 

Given a fair gross margin and good turnover, you'll 
have a profit. Given a fair gross margin (I could say, a 
comparatively excellent gross margin!) and very poor 
turnover, and you end up with a loss. 

Why lose? One can understand why dresses with a 
$2.39 return on every dollar’s investment in inventory can 
be profitable. Why shouldn’t men’s shoes? After all, they 
contribute 67 cents for every dollar invested. Nothing 
to compare with women’s dresses, but still a substantial 
return on inventory investment. 

The answer is that we’re now talking controllable dol- 
lars, not net dollars. Men’s work clothing contributes 77 
cents for every dollar of inventory investment—l1l0 cents 
more than men’s shoes—yet men’s work clothing in any 
department store and by any accounting method you can 
name is a loss department. 

Sheets and pillow cases contribute 69 cents, and is a 
loss department. 








department. [TURN TO PAGE 114, PLEASE] 
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Is the wholesaling of footwear economically justified? 

Is the wholesaling of footwear a moribund function 

in the present-day channel of distribution ? 

How can wholesalers of footwear improve their relative position? 
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Changing Concepts in Shoe Merchandising 





Their Role in the Distributive System 





[The first of two articles examining the present and future function and position of shoe wholesalers. | 


Whither the Wholesaler? 


OR most of the 1800’s wholesalers were by far the 

most important customers of shoe manufacturers. 

By 1925 their supremacy had not only been threat- 
ened but they were in a secondary role. As recently as 
1952 it was reliably estimated that shoe manufacturers 
sold between 15 per cent and 25 per cent of their output 
through the wholesaler. 

Why has this relatively abrupt change in the impor- 
tance of the shoe wholesaler occurred? And will this 
“decline of the wholesaler” continue? 

In answer, it is perhaps appropriate to examine the 
scope and importance of wholesale distribution in our 
country, to help determine whether shoe wholesalers are 
in step with other wholesalers, or whether their problems 
are unique; and if so, why. 

Wroe Alderson, in “Scope and Place of Wholesaling in 
the United States” (The Journal of Marketing, September, 
1949), stated that in 1948 the total volume of all whole- 
sale trade approximated two-thirds of the value of the 
gross national product. “Wholesaling proper,” which he 
defines as including service and limited-function whole- 
salers, assemblers, which he defines as those dealing 
primarily with agricultural commodities, and petroleum 
bulk stations and terminals accounted for a third of the 
gross national product and two-thirds of retail sales. 

That the wholesaling function is of great importance 
in our nation’s economy is readily seen by the fact that 
there were, in the United States in 1948, 243,366 whole- 
sale establishments with annual sales of $188,688,801,000. 

Approximately 2.1 per cent of these wholesalers, 5133 
in all, were classified as Merchant Wholesalers of Clothing, 
Furnishings, and Footwear. These same wholesalers, in 
1948, (2.1 per cent of the total) did only 0.8 per cent of 
the wholesale sales volume in the United States. 

It is apparent, then, that wholesalers in these fields did 
an average business smaller than the average for all 
wholesalers. There is no doubt that wholesalers of shoes 
are very far from predominant in the field of wholesaling. 

Various tests can be applied as to the importance of the 
merchant wholesaler of shoes, among them being number 
of establishments, employe size, total sales volume, and 


Efficient materials handling equipment speeds shipments of 
footwear from Dunham Brothers modern in-stock warehouse. 
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by GEORGE D. MASON, Vice-President and Treasurer 


Dunham Brothers Company, Brattleboro, Vermont 


average receipts. Each of these tests indicates that typi- 
cally, the independent merchant wholesaler of footwear is 
a small, or at best medium-sized, business. 

In 1948, for example the “Census of Business” gives 
only 645 as the number of merchant wholesalers of foot- 
wear in the United States. To be sure, there had been a 
92 per cent increase in their number as compared to 1939 
—the last previous “Census of Business”—but even so, 
this total number of shoe wholesalers was less than 0.3 
per cent of the total of all wholesalers (243,366), and 
only 12.6 per cent of the total number of wholesalers of 
clothing, furnishings, and footwear (5133). Various esti- 
mates have been made as to the number of independent 
shoe wholesalers in business today, ranging from 600 to 
900. Unfortunately, no recent data has been compiled on 
this point, as is true of many other phases of the whole- 
sale shoe business. 

As to the number of employes and payroll, it can be 
safely said that merchant wholesalers of footwear operate 
organizations of modest size. Many are one-man opera- 

[TURN TO PAGE 98, PLEASE] 





EDITOR'S NOTE 


This and the article to follow are comprised of excerpts 
from a thesis written by Mr. Mason in 1955 entitled “The 
Position of the Independent Wholesaler in the Footwear 
Industry.” His thesis was prepared and presented in 
partial fulfillment of requirements for graduation from 
the Graduate School of Credit and Financial Manage- 
ment, conducted by the Credit Research Foundation of 
the National Association of Credit Men, at Amos Tuck 
School of Business Administration, Dartmouth College, 
Hanover, New Hampshire. 

Mr. Mason’s thesis included many statistics from the 
1948 Census of Business conducted by the Bureau of 
Census, United States Department of Commerce. Since 
the thesis was presented, certain new and relevant fig- 
ures were developed in the 1954 Census of Business. 
They have been substituted for the 1948 figures where 
available and are so identified in the text. Grateful ac- 
knowledgement is made to the National Association of 
Credit Men, New York City, for their permission to use 
this material. 








STERLING PATENT 
accentuates the positives 
Color, color, color — that's the fashion point 


of view, that's the Patent point of sale. See 
Allied's Sterling Patent in a complete new 


range of promotion positives: 

2? Red 2137 Navy 2149 Yellow 
2170 Salad Green 2158 linden 2173 Grey 
2319 Turquoise Copper {Black and 


Gunmetal, of course) 


STERLING PATENT BY 








Seen at the Fair... 


The one millionth pair of RIPPLE SOLES was commem- 
orated when Nathan Hack was presented with a goid pair 
of soles. Mr. Hack’s two sons stand with their father to re- 
ceive the award from Stanley Bennett, sales manager, Beebe 
Rubber Company. Left to right: Mr. Bennett, Leonard Hack, 
Nathan Hack and Morton Hack. 


Orderly and rapid handling of the registration that topped 
last year was accomplished at all registration desks. Shown 
here at the Palmer House are left to right, Weith Williams 
and Wesley Cain of Vose’s Bootery, Evanston; and John L. 
Linden and Edward Linden, just prior to visiting the exhibit 
hall and show rooms. 


Gen Janesse, information clerk from the Chicago Conven- 
tion Bureau, directs Mr. and Mrs. John Carothers of John’s 
Shoe Mart, Louisville, Kentucky, to the registration desk in 
the Palmer House. Hundreds of visitors were aided by such 
information clerks at key points in the different hotels con- 
cerned with the Shoe Fair. 


One of the focal points of the Fair, the Exhibition Hall, en- 


joyed its usual heavy traffic. Personal identification tags, 
new feature of the fair, made jobs easier for guards at the 
door. Made of bright yellow cardboard which fitted easily 
into coat pockets, the innovation met with the enthusiastic 
approval of show visitors. 


Outgoing president of the National Shoe Travelers’ Asso- 
ciation, Ted Hinds, hands the gavel to president elect 
Richard Graffis. Left to right: George H. Lawson, first vice- 
president, Mr. Hinds, Ben Berwald, second vice-president, 
Mr. Graffis, Edmund J. Trench, secretary and managing di- 
rector, and Paul D. Cook, treasurer. 


Preparing to attend the general sessions meeting of the 
Tanners’ Council of America, left to right, Stephen Palmer, 
A. C. Lawrence Leather Company, Sam Bland, International 
Shoe Company, Lee McKinley, International Shoe Com- 
pany and William F. Hickey, John R. Evans & Company. 
Shown in the ballroom of the Edgewater Beach Hotel. 



































New York Promotions 
Use Autumn Events 


NEw YORK shoe retailers had some 
unusually good promotional events dur- 
ing the past few weeks. 

The Fifth Avenue Association’s 
“Fiftieth Anniversary”—with its gold- 
en street lights, gilded mailboxes and 
wastepaper baskets and its record of 
fifty years of continuous operation 
dedicated to upgrading and high stand- 
ards of merchandising—was a golden 
opportunity for retailers up and down 
the Avenue to participate. They went 
all-out in their window displays of 
beautiful apparel and shoes. 

Another important event was New 
York City’s “Salute to the Seasons,” 
initiating autumn with colorful masses 
of chrysanthemums in all of the rich, 
vibrant colors of red, maroon, bronze, 
amber tawny golds and clusters of 
white. The third merchandising oppor- 
tunity was the opening of the Metro- 
politan Opera season, with its tradi- 
tional emphasis on elegant, stunning 
evening clothes. 

Department stores and retail shops 
promoted evening shoes of silk, satin, 
rich brocades in brilliant jewel tones. 
They also did some good selling in dye- 
able shoes. There was more silver and 
gold than for some time past. Cocktail 
shoes in combinations of suede and 
satin and other fabrics as well as day- 
time shoes in suede, smooth polished 
leathers, sleek kidskins and soft grains 
were featured prominently. 

Black was outstanding. There was 
also a great deal of emphasis on red 
.. . bright and light or orangey tones 
. . . to complement the off shades of 
gray and blue as well as tweeds. Bright 
clear blues were also selling well and 
brown has begun to show earlier than 
in previous seasons. 

Other promotions stressed “fur at the 
feet” . . . whole shoes of ocelot or 
leopard . . . but mostly it was as a 
trim and bows of mink, caracul, er- 
mine. 

There was good traffic in stores, at- 
tributed in part to the influx of visi- 
tors. In general, these out of town 
people were interested in looking and 
perhaps trying on the pointed toe 
shoes. They recognized that they were 
the new look and that they should have 
at least one pair but, invariably, they 
were more apt to buy the old basic 
lasts. Stores that had a wide selection 


of basic last shoes did well with them. 
+ * * 


Brown Volume Gains 
On Black In Boston 


WHILE black is still the best selling 
color in women’s shoes, several Boston 
retailers report that brown has been 
showing a gain over last year. Pumps 
continue to be the best selling pattern, 
but more opened-up types have begun 
to move. Although business has picked 
up in dress shoes, it is not as good as 
had been hoped. Styleful casuals are 
the leaders. 
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Merchants who have already placed 
their first orders for spring are taking 
this demand for casuals into considera- 
tion. There is some hesitation in plac- 
ing early orders for the dressier shoes. 
Orders are somewhat smaller than they 
were at this time last year, and more 
reliance will be placed on future orders 
for quick delivery when spring business 
gets underway. 

At the store of the R. H. Stearns 
Company it was reported that while 
the women’s dress shoe business was 
“not bad,” business in children’s shoes 
was off. It was thought that the in- 
fluenza epidemic was responsible, at 
least in part. In women’s shoes, while 
black is still the leading color, brown 
was said to have been showing good 
gains. It has been to date, said a com- 
pany spokesman, the “biggest brown 
season we have ever had.” Competition 
for the pump types is being furnished 
by an early demand for the more 
opened-up types, particularly the T- 
strap pattern. This is usually thought 
of here in Boston as a spring pattern. 

Kay’s-Newport, with two high-style 
shoe stores in Boston reports that busi- 
ness as a whole is about holding its 
own, sluggishness in the higher heeled 
shoes being offset by the demand for 
little heel members with needle toes. 
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These, it is said, are creating more 
buying interest than are the tapered 
toe types. Casuals, of course, are out- 
selling both. Best color in the little 
heel shoes is black, in both suede and 
polished calf. 

One of the best known of the stores 
carrying middle of the road styles, the 
Curtis Enna Jettick store, also reports 
this swing to brown leathers, although, 
as in the higher style stores, black is 
still the favorite. Black patent, sur- 
prisingly, is also selling in strip pumps 
with 18/8 heels. This store looks for 
a good Christmas business in accesso- 
ries such as handbags and hosiery. 

Among the more interesting of re- 
cent promotions was one sponsored by 
the Guild House. This consisted of an 
offering of three styles. One was a 
buckled pump in polished black brown 
or red calf. Second was a sling-back 
in black or brown suede and calf com- 
bination. Third was an opened-up san- 
dal in black pin seal. All carried needle 


toes. 
oe * * 


St. Louis Retail 
Volume Is Sluggish 


RETAIL shoe selling in the St. Louis 
area is still distressingly unexciting. 
Shoes are selling here and there list- 
lessly, but “women seem to be buying 
shoes because they need them, not be- 
cause they want them,” as one dealer 
said. “We want women to really want 
to buy new shoes.” 

For women, casuals and flats con- 
tinue to outsell dress shoes. Black 
suede pumps have suffered as the result 
of the city’s fine October weather, which 
brought one warm sunny day after 
another the whole month long. By 
tradition, black suedes should sell be- 
fore November first in St. Louis, if 
they are going to move at all. After 
that date, black calf pumps get first 
call. Best black calf interest at present 
is in very light grains, so lightly tex- 
tured as to be almost smooth. 

Replacement pairs continue to domi- 
nate in children’s departments and 
family type stores. For young boys, 
black penny loafers and black five-eye- 
let school oxfords lead. For young girls, 
black suede swivel straps are most 
wanted, with red one-straps running 
second. Men’s purchasing is concen- 
trated on black stitch and turn two- 
eyelet patterns for older men and heavy 
perf-trimmed grained brogues for the 
18 to 24 year old group. 

The volume of men’s, women’s and 
children’s selling may come and go, but 
teen-ager sales go on forever. There 

[TURN TO FOLLOWING PAGE, PLEASE] 
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has of course been some let-up in vol- 
ume since October first. However, as a 
category, the teen-aged girl area has 
continued steadiest into fall. Black 
smooth skimmers, black and white bub- 
ble saddles with buckle back, and white 
satin skimmers are her present meat. 
The average teen-ager stays in her low 
or low-middle price range, but she buys 
pair after pair after pair, and dealers 
in St. Louis are delighted. 

Early promotions on canvas sneakers 
with fleecy estron lining met with fair 
response. The onslaught of colder 
weather in St. Louis is expected to 
boost the demand for these snugly- 
warm, high cut red, black or chino 
three-eyelet foot friends. 

Local department store windows are 
currently playing up the cocktail fash- 
ions. Accompanying footwear is pre- 
dominantly satin, either black or metal- 
lic brocaded or multicolor printed pairs. 
All vinyl with jeweled heels was widely 
shown with white short formal gowns. 
Stores report that volume of sales of 
“New Year’s Eve” shoes is still light. 

* » co 


Snow, Convention 
Hike Denver Sales 


A LATE October snowstorm and a 
state teachers’ convention served as an 
impetus to shoe retail trade in the 
Denver area and brought sales figures 
up near last year’s levels. Earlier, in 
a cross-section survey, sales were lag- 
ging in men’s, women’s and children’s 
lines as much as 10 per cent. By mid- 
October, women were still wearing sum- 
mer and play clothes due to warm 
weather; the stock market was down 
and the economic result was felt at 
once, and third, additional shopping 
centers and outlying new shoe establish- 
ments were taking business away from 
the usual outlets. But as a leading 
retailer downtown said, “Finally, it all 
squares away, and with the population 
constantly spreading out, everyone gets 
his proper share.” 

Suedes were tapering off and the de- 
mand for calfskins was increasing as 
the Thanksgiving season neared. Black 
was leading all other colors in women’s 
wear, but there was still some activity 
in browns. Several retailers said they 
had enjoyed the finest reptile season in 
years, particularly in the polished rep- 
tile pumps built on pointed lasts with 
finely-cut high heels. Textured leathers 
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were showing some activity, but not as 
much as had been anticipated. Juvenile 
business remained more steady through 
the month than men’s or women’s. Ivy 
League saddles continued to lead in 
girls’ school wear. In dress, sole em- 
phasis was on black suede tiny pumps, 
swivel straps and trimmed shoes built 
on narrow lasts. Several buyers said 
they foresee a return of T-straps in 
juniors’ and women’s narrow lasts. 
Heels of 21/8 height were most popular 
in women’s dressy wear. Several down- 
town salons added to their business by 
special trunk showings of famous name 
brands, when “shoes made to your in- 
dividual order from this collection at 
no extra charge” were advertised. 
Narrow lasts and narrow toes were 
evident in all men’s shops, where three- 
and four-eyelets with grain moc in- 
sets were selling at top volume. Black, 
brown and mahogany were selling in 
the order named. For boys, western or 
desert boots in sand and gray on nar- 
rower lasts were most popular in a 
check of ten stores. Moccasin tie five- 
eyelet oxfords in black smooth leather 
were selling for boys in sizes 3% to 6, 
while in smaller sizes, a popular num- 
ber was black wing tip, five-eyelet ox- 
fords in smooth leather with synthetic 


soles. 
* > oa 


Milwaukee Recovers 
Slowly From Series 


DEALERS here are in agreement on 
one thing: The World Series proved a 
costly form of entertainment for them; 
store traffic virtually vanished during 
the “Nine Nutty Days” that hypnotized 
the Milwaukee area during the first 
part of October, as retail volume sank 
to a low level. Sales dropped off in 
specialty shops and department stores, 
according to various estimates, as much 
as 25 to 50 per cent. Federal Bank 
statistics indicated that overall depart- 
ment store sales during the forepart of 
October descended 16 per cent below 
the previous year’s tallies. 


Several major department stores 
were forced to cancel important pro- 
motional events during the World 
Series period. Gimbels was caught in 
the midst of its 115th anniversary sale 
with unhappy results. 

A happy note was struck however, 
immediately after the Series ended, as 
stores bounced back, showing fine re- 
covery of their volume. Whether the 
lost volume can ever be completely 
regained is a moot question. Most deal- 
ers view the prospects of recouping the 
lost sales with a jaundiced eye. “It is 
going to take a lot of heavy promotion 
to catch up” several buyers insist. 

Ladies’ footwear shops are turning 
in a formidable job of merchandising 
sport shoes, particularly in the beige 
numbers. Downtown buyers claim that 
their high fashion shoes have not yet 
begun to move at full speed. Most 
buyers are confident that despite the 
early October letdown in sales, the 
month should still close on a healthy 
level. The feeling prevails that the sales 
of dressy shoes during the balance of 
the fall and winter season will yet 
wind up ahead of last year’s totals. 

Stores are still highlighting the 
pointed toes and tapered heels in their 
advertising and window displays. These 
efforts to promote the new footwear 
styles are bearing fruit. Acceptance 
of the needle styles continues to show 
a stepped up tempo. Bulk of the ladies’ 
dress shoes being sold in this basically 
conservative market, however, are still 
in the modified tapered toe and heel 
categories. 

In evidence is a strong swing towards 
suede, particularly in black. Black, 
brown and blue calf leathers are also 
accounting for a large share of the 
fashion departments’ turnover. 

Several key women’s shoe buyers in- 
dicate that their spring buying is go- 
ing to be “close to the chest.” Said 
one: “We learned our lesson last year 
when we committed ourselves too far 
in advance.” 
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Polished 


block oF brown, 
quality grained shine 
in the most beautiful pumps 
ever High or medium heel. 42.95 the 
pair. In our bemous Shoe Selon, Second Fleer 
Clevelend 


Now York White Plains 


UAW 
ELL eh 


Pinwheel balance emphasizes three features of the pump, alligator texture, the 
tapered toe and slim heel. Copy and signature form arrowhead aimed at focal 
point. D'Antenio pump. Bonwit Teller Stores, New York, Cleveland (eight cols.). 
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THERE'S MORE TO SEE 


AT THE 


KING'S FOOTWEAR 
DISPLAY ROOMS . . . 47 WEST 34th ST. 


MARBRIDGE BLDG. 


ROOMS 926-928 


DURING THE 
POPULAR PRICE SHOE SHOW 
NEW YORK CITY 










Introducing 


THE EXCITING NEW 


‘fueenBee 


POPULAR PRICED 


CASUAL LINE 






...and featuring 


Lieenber 
Xin Bee 


MEN’S SLIPPERS 
AND SANDALS 









CHILDREN'S SLIPPERS 





KING’S FOOTWEAR COMPANY ¢ 47 WEST 34TH STREET, NEW YORK1,N.Y. 
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ONLY RIPPLE® Soles: 
@ Absorb walking shock 
@ Lengthen the stride 
®@ Balance weight heel 
to toe 
@ Provide superior 
traction 





At PPSSA Show 
SEE RIPPLE® Sole 
Room 404 
N. Y. Trade Show Bldg. 


RE) 


* TM - RIPPLE SOLE CORP. 
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RIPPLE 
Soles 


AND WE PREDICT TWICE 
THAT VOLUME IN 1958 


HERE’S WHY: EVERY CUSTOMER AN ACTIVE SALESMAN! 


When a customer firsts EASES DOWNWARD on this revolutionary spring- 
like sole, then feels himself PROPELLED ALONG by released energy, his 
automatic reaction is“Whee!”! And, when NEW FATIGUE-FREE COMFORT 
lets him WALK HOURS LONGER THAN EVER BEFORE, he either: 


(1) Recommends RIPPLE® Sole Shoes to a friend 

(2) Congratulates the RIPPLE® Sole retailer 

(3) Writes a fan letter to the RIPPLE® Sole inventor, or 
(4) Buys a pair of RIPPLE® Sole Shoes for his wife! 


RIPPLE® Soles are THAT UNIQUE! They SELL THAT FAST! 


SHOE MANUFACTURERS: Join the nation’s 125 leading firms now cashing in on 
this SALES DYNAMO! Put Ripple® Sole in your line! 


RETAILERS: Write for complete list of manufacturers offering wide varieties of eye-appealing 
oxfords, slip-ons, sandals, boots and novelties for men, women, children. 


Write for your FREE Sales Aid brochure! 
Manufactured under license from RIPPLE SOLE CORPORATION 
BEEBE RUBBER COMPANY 


NASHUA NEW HAMPSHIRE 


Boot and Shoe Recorder 








CURRENT CONDITIONS 


SHOEMAKING CENTERS 


: Manufacturing 


Chicago 


Goop sales and enthusiastic reaction at the National Shoe 
Fair have set an optimistic tone throughout the shoe in- 
dustry. Spring production is starting with full schedules, 
set on the basis of orders written at the show. Retailers 
who used the Fair for surveying all regular lines are now 
busy with sales representatives on the road. There has 
been a good solid and steady flow of orders from all parts 
of the country since. Many retailers are pressing for early 
deliveries particularly on patents and advance spring types. 
They want these for early December promotions, with full 
scale pushes set for January. 

Price increases have been taken in stride, with little or 
no resistance. There has been some trading up, particu- 
larly among volume buyers. This trend has also been 
noted in departments and stores in new shopping centers. 
There has been a minimum of shifting of lines, but for 
the most part retailers are sticking to their established 
sources. Buying has been close to the board, but there 
has been a greater spread in patterns than in the past few 
seasons. The average retailer is less cautious on the ta- 
pered toe, and thus buying more patterns and more colors. 

There are enough orders on the books to point the way 
to early volume sales, at least. The pump leads off, but 
straps, particularly the T, are edging into this picture. 
They will likely accelerate as the warmer spring season 
progresses. The tapered toe is fully accepted all across 
the board, the extreme toe holds a firmer position. Black 
patent will again be top volume, getting 50 to 55 per cent 
of early runs. Flight blue, navy and other blues take up 
from 25 to 30 per cent, red is up to 10 or even slightly 
higher in some lines. Promotional and natural colors will 
account for the remaining volume. 

Two heel heights, 15/8 and 18/8, are leaders, with 
wedges as important as ever in some lines. Built-up 
leather heels are back, and ribbed crepe soles have a 
place in every order. Mesh has good acceptance, as has 
strawcloth, and vinyl remains the perennial favorite in 
some categories. Lightly textured leathers are favored, 
punched pigskin is liked as are decorative perforations, 
and gunmetal is as good as black patent in some patterns. 


New England 


New ENGLAND shoe manufacturers returned from the 
National Shoe Fair well satisfied with results. Business 
was not booked in large volume, nor had it been expected, 
yet buyer interest was reported to have been high and 
first orders reflected confidence in the future. The spring 
run, they now believe, will be well under way following 
the Popular Price Shoe Show in New York and the several 
regional shows yet to be held. 

Orders placed at Chicago, manufacturers say, were 
mostly for staple styles in women’s shoes with only token 
orders for novelties. Exceptions to this were noted, how- 
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ever, since buyers from southern and southwestern stores 
bought the latter types in fair volume and are expected to 
place even larger orders in the near future. 

Price continues to be the favorite subject of discussion. 
Most manufacturers report little resistance to widely ad- 
vertised increases. Others say frankly that they may later 
put into effect not more than half the increase to which 
they are entitled—and which they need. 

With casuals selling throughout the year in most states, 
this type of shoe, it is predicted, is in for a big spring run. 
Interest in these, particularly in the dressier patterns, is 
said to be high. 

Men’s dress shoe manufacturers say that a steady flow 
of comparatively small orders has kept them reasonably 
busy thus far this fall. 


New York State 


SHOE manufacturing in New York continues to be spotty, 
reflecting a cautious attitude on the part of retailers. How- 
ever, production for the most part is steady; but manu- 
facturers would like to get more cutting. 

Manufacturers of women’s high grade shoes seem to be 
in a better position than some of the others since they 
report they are busy working on the shoes that are sched- 
uled for delivery this month and next. 

Manufacturers upstate predict normal business for the 
balance of the year but concede that in some cases recent 
results have been below par. Reorders in women’s lines 
have been fair. Most infants’ and children’s firms are op- 
erating well below capacity. 

On a regional basis, the Binghamton-Johnson City-Endi- 
cott area is showing the steadiest employment. Rochester 
and Syracuse reported higher layoffs in proportion to all 
shoe workers in those areas. However, a few months ago 
the Binghamton area was employing 700 fewer shoe work- 
ers than a year ago, according to State Department of 
Labor figures. 

At several of the larger shoe plants current reduced 
employment does not mean layoffs, except in isolated cases, 
but rather reflects inability to hire needed employees. Re- 
tirements and deaths are outstripping new recruiting at 
many factories. Such plants are taking on inexperienced 
help and are eager to get experienced people for many 
jobs. 

Manufacturers are not saying much about spring prices. 
General expectation is for small increases in certain styles 
and constructions, but few if any across-the-board in- 
creases. 

As in former years, the smaller manufacturers are re- 
luctant to be among the first to announce price boosts. 
These firms prefer to wait and see how price schedules of 
the major manufacturers are received by retailers. 

The small producer is keenly interested in the inventory 
condition of his customers and their open-to-buy position. 
Some manufacturers believe fall stocks at retail are too 
large and that spring buying may suffer for lack of work- 

[TURN TO PAGE 106, PLEASE] 
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the world’s finest 
black calf 


@ 


LEATHER CO. GIRARD, OHIO 
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Pool Cadet 
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ROOM Ss4as HOTEL NEW YORKER 
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BUY THE 


EXPERIENCED 
LINE 


SPECIALISTS IN 
FABRIC CASUALS 
FOR 27 YEARS 


Tred-Lite 


wv Cambridge 


Cambridge Rubber Co., Cambridge, Mass. 


FABRIC CASUALS FOR MEN + WOMEN *« CHILDREN 


at the show: 


Hotel New Yorker - Rooms 629-630 





delivery in time for early sales 


DRESS STRAPS 


Cement construction; Combination 
lasts; Neolite soles 


6432—White smooth convertible 
2432—Black patent same as 6432 
2436—Black patent convertible 


B....5%-8... $2.85 
C,D...4-8... $2.85 
B,C,D.. 8%4-12.. $3.10 
A,B,C,D..12'4-4..$3.60 


Jan. 1-15 Delivery 


BONWELTS 


Jan. 1-15 Delivery 


! 
4631—Brown strap, Neolite soles 


8631—Red, same as 4631 
B,C,D...5%-8... $2.85 


6680—White barefoot sandal, 
Neolite soles 


4680—Brown, same as 6680 
8680—Red, same as 6680 


B,C, D...5%-8... $2.40 
B, C, D...8%-12.. . $2.40 


6677—White buck, 12-iron 
red rubber sole 


A, B, C...12%-4...$3.60 


*K 
Plus. many re-listings in Spring materials 


and colors in-stock now... WRITE FOR CATALOG. 


/ 
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SPECIAL FEATURE SHOES 


One-piece leather quarter linings; Built-in 
leather Arch Protectors; Goodyear stitched! 


6881—White buck, 14-iron 
red rubber sole, 4/8 beveled 
heel. Jan. 1-15 delivery 
5881—Dirty buck, 

same as 6881 


B,C, D...12%-4... $3.60 


2811—Black 3-eye tie, grey 
shantung vamp & tongue, 
B. F. Goodrich soles. 

Jan. 1-15 delivery. 


B, C, D...5%-8...$2.40 
B, C, D...8%-12...$3.10 
B, C, D...12%-4... $3.60 


5880—Cordeau wine 3-eye 
blucher, black crepe soles. 
Dec. 1-15 delivery 


B,C,D...8%-12...$3.10 
B, C, D..124-4.. $3.60 


2800—Black elk shoe-lock, 
B. F. Goodrich soles, 
Jan. 1-15 delivery 


B,C, D...12%-4...$4.20 
ZA 


2804—Black cap toe, 
B. F. Goodrich soles. 
Jan. 1-15 delivery 


B, C, D...12%4-4... $3.60 


for boys and girls 


STEP MASTER SHOES, INC. 


GREENUP, ILLINOIS 
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for happy, growing business this Spring—from baby boots 
to teen fashions. See our representative at your store or at 
Pennsylvania Spring Shoe Show, Pittsburgh, Nov. 16-19 
Pittsburgh Shoe Caravan, Pittsburgh, Nov. 17-19 
West Coast Spring Shoe Show, Los Angeles, Nov. 17-20 


Mid Atlantic Shoe Show, Philadelphia, Nov. 24-27 
—or at our Marbridge showrooms during the PPSSA, Dec. 1-5 


LITTLE YANKEE SHOES 
Yankee Shoemakers Division of SAM SMITH SHOE CORP, Newmarket, N. H. 
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COLOR #903 NATURAL 


Desertan 





DESERTAN 
the choice of most 


manufacturers ; a : by eneral 
because it offers: 


@ A full-bodied split eg P On Main Street... or Fifth Avenue... Natural 
DESERTAN is a favorite for casual wear. Here’s a 
leather with a distinguished appearance . . . a dash 
@ A mellow but stand-up and smartness all its own, 

character 





@ A plush 4-way nap 


No. 903 Natural is the proven leader for sales of 
@ A price for volume casual shoes for men, women and children. Specify 
lines Pi DESERTAN Natural... Spring sales are sure 
2 to march ahead! 





Complementing the proven Natural in the DESERTAN 
line are all the new featured colors for Spring °58 

... Vicuna, Gunsmoke, Chameleon, Wild Oats and 
Town Brown. Send for a swatch book today. 


BRANCH OFFICES 
Joseph S. Lanigan, Winchester, Mass. 
Irving Fife Co., New York City 
Robert A. Farley, Philadelphia, Pa. 
Robert A. Porter, Jr., Nashville, Tenn. 
Wills T. Engle, St. Louis, Mo. 
Atkinson Sales, Inc., Milwaukee, Wis. 


730 WEST VIRGINIA STREET e@ MILWAUKEE, WISCONSIN 


5 STAR bat bos QUALITY CFrenerat Split Corporation 
LNs 
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CHAIN STORE BUYERS! 
MAIL-ORDER BUYERS! 
WHOLESALERS ! 


THIS IS ONLY ONE OF 
THE MANY STYLES IN OUR TRE- 
MENDOUS LINE OF FABRIC AND 
WATER-PROOF FOOTWEAR YOU 
WILL SEE AT THE P.P.S.S.A. 


WOMEN’S, MISSES’ 
AND CHILD’S SIZES 


CHOICE OF MANY COLORS 


NOTICE: For the convenience of our customers, we have 
moved our display rooms for the “Popular Price Shoe 
Show of America,” Dec. 1 to 5, 1957 to the 


NEW YORK TRADE SHOW BUILDING 
Rooms 623-627-628 (ALL CONNECTING) 


500 — 8th AVENUE, NEW YORK CITY, NEW YORK 
FINE ELEVATOR SERVICE ¢ LARGER ROOMS « ACROSS FROM THE HOTEL NEW YORKER 


BRISTOL MANUFACTURING CORPORATION 


BRISTOL, RHODE ISLAND 














That's one of the great beauties of a Scout shoe franchise 
Boys rarely come in alone — they're usually 

accompanied by a parent, maybe brothers and sisters 

and friends. Once in your store, the Scout and the people 
he brings are exposed to whatever merchandise you have 

for sale. The extra traffic gained through having a 

Scout shoe department results in increased volume for your store 
A second beauty lies in the direct profits you'll make 
with Official Scout shoes. You get full mark-up 

on every pair, and more and more members of the 
growing Scout organization are buying Official 

shoes. The Cub Scout market (more Cub Scouts 

now than Boy Scouts) is especially inviting because 
uniform-conscious Cubs, flush with the new excitement 

of Scouting, insist on owning Official Scout shoes. 


Yes, an Official Boy Scout shoe franchise gives any 


Official 
store an advantage. Write for detailed information. 
All-Purpose Oxford : 


FEL. , 
j Ws gors W. L. Douglas Shoe Company 
Nashville, Tennessee 


A subsidiary of 
General Shoe Corporation 





SALES 


CLINCHER: 


“and they're sewn with nylon... 
the strongest thread used in shoes!” 


People expect excellent performance from nylon! Cus- 
tomers readily understand that nylon thread makes the 
strongest seams, gives shoes neater, finer stitches. That's 
why you have a real selling point when the shoes you 
sell are sewn with nylon. 

The use of nylon thread in many top lines of shoes is 
another indication of shoe manufacturers’ continuous 
efforts to improve quality and styling ... to give you a 
product that helps you win—and hold—customers. 

Remember, too, that thread of Du Pont ‘‘Dacron’’* 
polyester fiber is used in many quality lines of work 
shoes because it gives great strength, and extra resistance 
to abrasion and chemicals. 


WRITE FOR YOUR FREE COPY of “How Important Is 
Thread in the Shoes You Sell?’’ E. I. du Pont de Ne- 
mours & Co. (Inc.), Textile Fibers Dept., Wilmington 
98, Del. Du Pont makes nylon and ‘‘Dacron’”’ fiber; 
does not manufacture thread. 


*" Dacron” is Du Pont’s registered trademark for its polyester fiber 


REG. U. $s. PAT. OFF. 


BETTER THINGS FOR BETTER LIVING...THROUGH CHEMISTRY 


NYLON SEWING THREAD-—Gives shoes neater, stronger seams. 
Gives you an added selling feature 





THE 
HAND 
THAT SHAPES 
THE FASHION 


OF WELCOME 
TOO 


To all those attending the Popular Price Shoe Show, Sterling extends 
its hospitality. You are invited to see the world’s most modern 
last factory ...to watch our craftsmen at work and see 
our precision machines turn out perfect pairs of lasts, one after another. 
It is an experience that may give you new ideas about 
the entire shoe industry, and it is only fifteen minutes away. 


MAIN OFFICE AND PLANT:. 43-05 TENTH STREET, LONG ISLAND CITY ae ie 
ST. LOUIS PLANT: 5050 Farlin Avenue, St. Louis 15, Mo. - BRANCH OFFICES: Los Angeles, Calif., Rochester, N. Y., Boston, Mass. 
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BASS 
SU 


-»» THE AMERICAN- 
MADE LINE FEATURING 
THREE COMPLETE 
DOUBLE BOOT 
MODELS 


THE BASS TEMPO '58 1357 Retail $39.95 


THERE'S A 
BASS SKI BOOT 
FOR EVERY 
SKIING PURPOSE 


THE NORTH AMERICAN (41347 Retail $29.95 


BASS 


Shoemakers in Maine 
Since 1876 


THE SCHUSS (* 1337 Retaii $23.95 


Initial or fill-in orders always available 
from In-Stock Department 


G.H. BASS & CO., DEPT. BS-11 WILTON, ME. 614 MARBRIDGE BLDG., N.Y.C.1,N.Y. 
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Shoe Wholesalers 


[CONTINUED FROM PAGE 79] 


tions, and even the largest employ less than 150 persons. 
Evidently this is true of the entire “Clothing, Furnish- 
ings, Footwear” category of the “Census of Business— 
1948.” 

With respect to sales volume, the same conclusion is 
borne out, i.e., that the great majority of wholesale shoe 
sales are made by small firms. 


SALES OF SHOE WHOLESALER—1948 BY 
NUMBER OF ESTABLISHMENTS AND SALES VOLUME 


Number of Total Sales, 1948 
Establishments Sales Volume ($000) 
2,881 
119 $50-1 8,858 
111 16,002 
74 300 ,000 
77 


82 

43 

16 
717 247 ,388 
Source: Leather & Shoes 


The arithmetic average of sales per establishment was 
about $345,000; the median of sales per establishment 
fell in the $200-300,000 bracket. More than 32 per cent 
had sales of less than $100,000; only 8 per cent had sales 
of over $1,000,000. 

National Shoe Manufacturers estimate that 20.7 per 
cent of the 1954 production of footwear was distributed 
through wholesalers. This estimate is based on the 1954 
Census of Manufacture. The 1954 Census of Business of 
The Wholesale Trade shows that 583 shoe wholesalers 
did $353,979,000. In 1948 645 wholesalers of shoes and 
other footwear had sales of $250,294,000. 


Editor’s Note: Original MS contained 1948 Census of Busi- 
ness. 


What, then, is the nature of the problem? Why does 
today’s shoe business not lend itself to the development 
or perpetuation of large wholesale operations, when whole- 
sale distribution used to dominate the field? The answer 
lies in the changed nature of our economy, and in the 
unchanged nature of the product itself. 


Breaking Bulk, Primary Function 


The wholesaler’s primary function—that of sorting, or 
breaking bulk—has not changed during the years. Yet 
merchandising methods and promotional concepts, popu- 
lation centers and buying habits have changed, and it is 
these factors that help expiain the “decline of the whole- 
saler” in footwear distribution. 

The traveling salesman rose in importance after the 
Civil War—and to him can be attributed the rise of the 
wholesaler in the apparel field. Today’s trained traveling 
representative is a far cry from the old-fashioned “drum- 
mer” who made semi-annual sales trips by rail, accom- 
panied by his sample trunks, and, it is feared, by an 
ample assortment of bottled goods. Whereas formerly the 
fraternal key may have been an important factor in de- 
termining whether one man or his competiter sold the 
order, today’s modern merchant and salesman devote their 
thinking to more productive fields, such as proper inven- 
tory control and planned retail promotions. Yet un- 
changed, and still most important in the salesman-buyer 
relationship, is the personal contact of each with the other. 

[TURN TO PAGE 100, PLEASE] 
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IN SHOEMAKING 
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Anchor Sole 


& REDUCES MANUFACTURING COSTS 
© OPENS UP A $100,000,000 MARKET 


A revolutionary NEW SOLE . . . a revolutionary NEW SOLING 
APPROACH .. . the only new practical method of shoemaking in 
over a quarter of a century! Light and very flexible, the BEEBE Sole 
features an ingenious ‘‘lip’’ that anchors it directly to the upper and, 
in the process, simplifies and eliminates many costly and time-con- 





Ss. suming operations in lasting, finishing, etc. 


the SENSATIONAL BEEBE SOLE GET THE FACTS ... FIND OUT HOW 
At Room 404 THE cl>eebe ANCHOR SOLE: 
New York Trade Show Bldg. @ Reduces your labor costs by producing more shoes 
PPSSA in less time, less space. 
@ Eliminates costly machinery. 
-0n- ®@ Allows you to compete favorably in the big volume 
shoe market with a better shoe. 


WRITE for FACT SHEET: eee 











GF) BEEBE RUBBER COMPANY NASHUA, NEW HAMPSHIRE 


(Makers of the famous RIPPLE® Sole) 
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Style #3271A 


OUTSTANDING 
in QUALITY 

in DURABILITY 
in DESIGN 


Please send New Chairmasters Catalog to: 


NAME__ 





ADDRESS__ 
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Shoe Wholesalers 


[CONTINUED FROM PAGE 98] 


In the marketing of shoes, whether by manufacturer or 
wholesaler, selling is done almost entirely by the use of 
actual samples of the goods, which are displayed to the 
prospective buyer in his store or a hotel room or sample 
room. Most prominent firms maintain permanent sample 
rooms for this purpose. Backing up this type of person- 
to-person sales effort is a broad and extensive variety of 
advertising media, ranging from expensive catalogs illus- 
trated in full color, lavish broadsides, full-page magazine 
and trade-paper ads, and the like to simple mimeographed 
price lists and hand-written postcards. 

The extent to which each is used depends, of course, on 
funds available, emphasis desired, and potential volume. 
Manufacturers of nationally advertised shoes make more 
use of advertising media than do wholesalers, in general, 
since the manufacturer is charging a price computed to 
produce sufficient profit to build his brand name in this 
manner, while the wholesaler usually is not attempting to 
achieve this, except on a localized level. 


Different Situation 


A century ago, when the wholesaler was the dominant 
factor in merchandise distribution, a different situation 
prevailed in the marketplace. Manufacturers and stores 
were small, by today’s standards. Many people lived in 
the rural areas, and a city’s trading area was pretty much 
confined to its immediate vicinity. It was under these con- 
ditions that the wholesaler prospered, as a necessary in- 
termediary in the chain of distribution. 

Today, the wholesaler is still important and necessary 
to a certain portion of the market—but the market has 
grown around that segment and expanded beyond it. 
Shifts in population to the cities have encouraged the 
development of the large super-store, capable of moving 
more merchandise than could many wholesalers. Chain 
stores have also become a factor with which to reckon— 
especially in the food, drug and apparel fields—and their 
combined buying power tempts the manufacturer to bypass 
the wholesaler. 

Buying habits of consumers have changed, too. The 
charge account and the installment plan were devised to 
encourage buying the luxuries and soft goods, whereas 
formerly all transactions were “cash on the barrel head.” 
This increased buying has raised our standard of living, 
but has resulted in a smaller portion of the sales dollar 
being diverted to basic necessities, of which footwear is 
one. 

But still the product itself remains necessary to body 
comfort, in whatever form it may be. A recent Bureau of 
Labor Statistics study revealed that in 1950, about 14 per 
cent of the female apparel sales dollar was devoted to 
footwear, and that average relative expenditures for men 
and boys ranged from 16 to 18 per cent. About one cent 
of the retail sales dollar is devoted to the purchase of shoes. 

Most shoes are sold by retail stores, although the volume 
of sales made by mail order houses and factory-to-con- 
sumer organizations has increased considerably in recent 
years. Retailing shoes is a highly specialized business, 
requiring a high degree of technical knowledge as well as 
an acute sense of style, and, most important, of merchan- 
dising techniques and controls. 

Why do most people buy shoes in retail stores? Simply 
because they want to be individually fitted, and because 
they want immediate delivery. Not only must the shoe 
merchant know feet and how to fit them, but he must also 
carry a balanced stock of goods, in wanted styles and 
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FOR THESE 
IMPORTANT 
PPSSA cr Sas ae Tel 


companies in the shoe industry! And now! 

FXH : b ; TO ee 8 They’re charter exhibitors at the New York Trade 
Show Building at 500 8th Avenue, New York 
City! Why? 


AT TH E Why have these important firms chosen this new 


location? Because it marks an exciting new 
frontier in footwear exposition! And because 


N EW YO i as it’s so convenient for buyers and retailers. Never 
before in the history of PPSSA have so many 


of the latest and most scientific facilities been 


so coordinated to make your visit a profitable 
and enjoyable one! 


Extra! Window promotional ideas tor next 


Spring’s industry-wide promotion —“AMERICAN 
FAMILY SHOE WARDROBE”—2nd floor! 
VISIT THE PPSSA 
00 STH AVE SHOE BUYERS LOUNGE—2ND FLOOR 
S&S @ receptionists @ message center 


@ desks @ refreshments 
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EXHIBITORS AT NEW YORK TRADE SHOW BUILDING (as of Oct. 25th) 


Almost every major rubber footwear supplier (see starred exhibitors 
below) PLUS a concentration of jobbing houses, specialty and allied 
product lines will be showing at the New York Trade Show Building. 


COMPANY ROOM COMPANY ROOM COMPANY ROOM 
Allied City Wide, Ine. - Booth #1 Garfield & Rosen, Inc. 507-552-553 * Mosinger-Cohen 550-55! 
Atkinson Shoe Corp. é 447-407 *Genfoam Shoe Co. 438 *Mound City Division—Brown Shoe Co. 645-646 
Atlas Shoe & Sewing Machine Co. Booth +2 Georgia Shoe Mfg. Co., Inc. 328-330 D. Myers & Sons, Inc.—Victory Footwear Sales Co. 534 
*Bata Shoe Company, Inc. 348-349-307 *Gold Seal Rubber Co. 444-430-443 New York Shoe Trading Co. 501 
Beebe Rubber Co. : ; 404 M. Goldstein & Son, Inc. 20 Nohel Mfg. Corp.—A-Justa-Boot Sales Corp. 650 
Belle Mode Footwear, Inc. 523-525 J. Heilbrunn & Sons Norrwock Shoe Co. South Baliroom 
Bertrose Shoe Co. ssvetiensensi Hirsch Shoe Co. 547 Simon Pearl, Inc. 541-546 
Boot and Shoe Recorder Sixth Floor Lounge “Hood Rubber Co. . *Peek-A-Boot, Inc. 

Brilliant Bros. Co. : 529-530 ideal Shoe Co. 509 Phillips Premier Corp. 

*Bristol Manufacturing Corp. 628-627-623 International Vulcanizing Corp. C. S. Pierce Co. 

Broitman-Gaffin Shoes, Inc. ‘ - “Japanese Trading Co., Ltd. Pleasant Valley Shoe Co. 

*David Brown Shoe Co., Inc. *Chas. Kemler Shoe Co. - “Randolph Manufacturing Co. 

*Cambridge Rubber Co. ................. nicsisheod 44 W. P. Kirk & Co. 316 Respro, Div. of The General Tire & Rubber Co. 
Camitta Shoe Company . . *Kaufman, First & Rosenkrantz 44 Rhinestone Distributors, Inc. 

Sam Camitta & Sons y be Bae . A. Krome & Co., Ine. - **Rul’’ The Rubber Corporation of California 

Caribe Shoe Corp. . aiiabebiiviadedle - LaBella Footwear, Inc. *The Servus Rubber Co. 642- 
Clickie’s, Inc. 3 5 oaabeser *LeSol, Inc. - Shenker Displays, Inc. 

*CoMay=Meovt Prodecte, Ce. nnins...carseceesssosevesinrsnseisosesovis *James A. Lippman Co. ; - *Benjamin Shir, Inc. 506, 

1. Cohen & Sons, Ince. ......... ‘ spite 526 Lois Shoe Co. bonsee Murray Simon Associates, Inc. 

Consolidated Supply .... iaiesadlgoniecosayienl potiediaes Look *So-Lo Marx Rubber Co. 

Continental Footwear, WMC. ..........cccccccccceesceeee 84 *Lucky Sales Co., Inc. *Tingley Rubber Corp. 

Dominion Shoe Co. ............ coveneseevencssee22-424-428 Philip Luftman Novelty Corp. . *Torch Rubber Co., Inc. 

Dual Fabricators Corp. ................0 344 *Mace Shoe Co. ion . ‘ *Tyer Rubber Co. 

Easy Walker Shoe Co. .......... danintenidlicaliba - Joseph Meirs Shoe Co. es - cots *United States Rubber Co. 337-339-340 
PTE BOW Ci, CIS eine sciecenssncnrecevecisesvasescosssossseccdchece UD Meyer Label Co., Inc. Fourth Floor Lounge Wayne Shoe Co. 544-545 
Finer Chrome Products Co., Inc. ...... Third Floor Lounge Middletown Rubber Corp. 631 M. K. Weil Shoe Co. 502-524-522 
Footeraft Novelty Works 0.0... ceesenneerene OAD The Morgan Sign Machine Co. 345 
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want extra profits? 
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be headquarters 
in your community for 


DANSKIN’ 


full fashioned 
LEOTARDS 
| TIGHTS AND 
Child’s : TRUNKS 


leotard 
illustrated 


$350 of Helanea’ stretch nylon—finest 
action-fabric for dance, skating, 
sports. *&F lawless fit, even 

after repeated washings. % Wash 
and dry quickly. %&Knit-to-fit 

on specially designed full- 
fashioned machines. Recognized 
and recommended by dance 
schools all over America. You’re 
sure of finest quality, best 

value when you buy 


DIRECT FROM DANSKIN, Inc. 


retail 


LEOTARDS in a wide variety of styles 
for Children $3.50 to $5.00, 
for Women $4.50 to $6.50. 


TIGHTS for Children $5.00, 
for Women $5.95, for Men $7.50. 


trunks for Children $1.50, 
for Women $1.95. 
All prices listed are retail 


coors: Black, White, Red; Copen 

Blue, Royal Blue, Pink, Sun Tan -etc. 
USE FREE DANSKIN 
WINDOW AND COUNTER 
DISPLAYS — identify your 
store with DANSKIN na- 
tional advertising. 


tected U. S. Pat. Off. 


IN STOCK IMMEDIATE DELIVERY 
for fast fill-in and repeat business 


W rite for illustrated catalog and complete information to 


DANSKIN Isc 
437 Fifth Avenue, New York 16,N. Y 


MAKERS OF DAD 


Leotards, Tights and Trunks design pro- 





Shoe Wholesalers 


[CONTINUED FROM PAGE 100] 
prices, to enable him to do his job properly. 

And it is in the independent shoe store that the strength 
of the wholesaler lies. The individual retailer, who knows 
his community well, has studied its shoe requirements in 
detail, and knows how to serve the community as it 
wishes to be served, is regarded as the stiffest possible 
competition by all retail shoe operators. 

Roughly $4.3 billion dollars are rung up in retail shoe 
sales (including rubber footwear) each year according to 
a recent survey by Boor Anp SHoe Recorper. The fol- 
lowing table shows how five major classifications were 
broken down in 1957. 


Editor’s Note: Original MS contained a 1953 estimate by 
Boor AND SHOE Recorper. 


ESTIMATED SALES OF FOOTWEAR 
BY TYPE OF OUTLET 


Estimated 1957 Total Retail Sales of Footwear $4,300 ,000,000 
Number 


0 Per- 
Stores Sales centage 


independent Shoe 
Retailer (1 to 10 
units) .. 17,435 $1,414,700,000 32.9 


Chain Shoe Stores 
(11 or more units). 6,423 1,419,000,000 33.0 


Shoe Chains—11 

or more. ..16.8% 
Manufacturers 

Own 

Chains.... 6.8% 
Mail Order.. 7.2% 
Other 

Chains.... 2.2% 


Total... . 33.0% 


Department Stores. . . 
Other Retail Stores. . 
Miscellaneous. . . 


Military, Export, 
House-to-House, 
Direct to Con- 
sumer, etc. 


100.00 


This table shows the very real importance of the inde- 
pendent store in shoe distribution—with both sales and 
number of stores greater than any other category. Assum- 
ing the 4.3 billion dollar estimate of retail shoe sales to 
be correct, 32.9 per cent of these sales are made through 
independent stores. 

This important segment of the market, then, is the logi- 
cal sales prospect for the wholesaler. Why should the 
independent turn to him as a source for goods, instead of 
to the manufacturer? 

[TURN TO PAGE 104, PLEASE] 


Shoe soles are called “soles” because ancient Roman 
soldiers wore “solea” on the bottom of their footwear to 
protect them from the rocky Mediterranean country. This 
word was derived from “solum” their term for “soil or 
ground,” because “solea” was the only portion of the gear 
which touched it. Eventually the Empire fell to the bar- 
barians who attacked from the north and spoke an early 
form of French and immediately borrowed many of the 
Roman’s Latin terms, including that of the flat portion of 
the shoe. They also immediately modified in their speech 
to “sole.” It was taken from here to England by the 
Normans when they invaded under the leadership of Wil- 
liam the Conqueror, and consequently has been a standard 
English word ever since the 14th century. 
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Dramatically husky — yet gentle as a murmur! The fabulous texture of SHAG 
inspires a buying decision every time! So versatile and easy-to-mold, SHAG inspires, too, the 
more distinct styling of leisure-time footwear for men, women and children. 
Add shoes in this famous leather to your line. See for yourself why fashion’s 
best-selling styles point to the use of. . . 


SHAG — MADE ONLY BY BREZNER 


Available in high-fashion shades and standard colors 
Send for swatches or contact our representative TODAY! 


THE BREZNER DIVISION OF ALLIED KID COMPANY 
145 SOUTH STREET, BOSTON 11, MASSACHUSETTS 


Fashion Right"’ Leathers from our Tannery, Penacook, New Hampshire 
ST. LOUIS, MO. CINCINNATI, OHIO NEW YORK MIAMI, FLORIDA ORIENTAL EXPORT 
H. B. Avery Co. John A. Spille Co. Homer Beor Jack G. Mendelsohn leibman & Cumming 
PHILADELPHIA, PA. MILWAUKEE, WIS. ROCHESTER, N.Y. LOS ANGELES, CALIF. San Francisco, Calif 
Schoenberg Leather Co. Harold |. Stewart Groham Bros. Sales Russ White Co. 
MONTREAL, QUE., CANADA Handbag Representatives: NEW YORK, N.Y. 
Stockton & Sedgwick Chilewich Sons & Co.. 
Representatives in All the World's Leading Leather Markets 
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efficient .. . so needed and 
wanted they sell on sight... to 


users... to gift buyers. 


HANDLE AND 
METAL PARTS 


. 
EBONY FINISHED 
FOREPART 
* 

IN SPECIAL, 
HANDSOME 
GIFT BOX 


RETAIL $4.95 

YOUR COST $2.80 
ORDER TODAY 
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ROCHESTER SHOE TREE CO. 
60 CUMBERLAND ST., ROCHESTER, N.Y. 


Ship immediately. _. pr. PRESIDENTIAL TRAVEL TREE 
ShoeKeepers . . . SIZES__ 
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THIS TABLE SETS FORTH SOME OF THE REASONS: 


Wholesaler 


Makes immediate 
shipment 

Works closely with 
all classes of 
customers 

Makes modest small- 
order handling 
charges 

Accepts orders of any 
size 

Accepts marginal 
credit risks 


Flexible, acts fast 


Has merchandising 
“know-how” 


Seldom competes 
with retailer 


Manufacturer 
(without Stock 
Dept.) 


Requires advance 
orders 

Does not want small 
customers 


Does not accept small 
orders 


Does notaccept small 
orders 

Often has stricter 
credit require- 
ments 

Ponderous, slow 


Has little mer- 
chandising 
experience 

Often competes with 
retailer 


Manufacturer 
(with Stock Dept.) 


Makes immediate 
shipment 

Often does not want 
small customers 


Usually has larger 
handling charges 


Often sets minimum 
order size 

Often has stricter 
credit require- 
ments 

Red tape slows sales 
decisions 

Familiar only with 
large operations 


Often competes with 
retailer 





On the other hand, the wholesaler offers the smaller 
and medium-sized shoe factory—and there are many in 
this category—a valuable service in that sales expense to 
the manutacturer is minimized, the factory need carry but 
a few wholesale accounts on its books instead of hundreds 
of widely dispersed retailers, and, most important, the 
wholesaler can keep the factories of his resources busy at 
seasons when retailers refuse to place orders or to take 
goods into stock. 


The Future of the Wholesaler 


Because of the great change in the distributive picture 
within the last 50 years, it might well be asked, “What is 
the future of the wholesaler? Is the ‘decline’ likely to 
continue? And what bearing will the answer have on 
wholesaler’s sales, credit, and financial policies?” 

It is the author’s belief that the years to come hold the 
prospect of continued modest earnings for the efficient 
wholesaler, due to the need for his services. But highly 
improbable is the return of the wholesaler to the dominant 
position he once occupied, owing to changes which have 
taken place in the marketing of footwear. 

Short-term, it would appear that shoe wholesalers should 
first get their own houses in order, to eliminate loose prac- 
tices and unsound policies. A careful look might well be 
taken at customer and source relationships, to be sure a 
strong and aggressive effort is made and continued to make 
allies, not enemies, in these two vital fields. Sales and 
credit policies should be continually examined, to ensure 
that decisions are made on facts, instead of fancy, and 
that the urge to ship the order does not overcome sound 
business judgment. Wholesalers who want to progress 
with the times will do well to gird their financial loins to 
carry them through periods of financial stress, and to 
establish ample reserves against bad debts and inventory 
depreciation. 

The modest return earned by successful wholesalers 
would seem to discourage entry into the field—yet the 
hope of speculative profits continues to lure the moths 
into the flame. It’s unfortunate that this is so, for often 
the new venture, undercapitalized and too small to be 
efficient, folds up—but not before desperate attempts to 
unload distressed stocks by price-cutting, thereby disturb- 
ing the market. 

Regrettable, too, is the practice followed by smaller 
wholesalers who can least afford to operate on reduced 

[TURN TO PAGE 106, PLEASE] 
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Styled by 


Styled to satisfy the 
modern trend of leisure 
informal living for Mother 
and Teens. For their Play: 
Time they’ll buy Pla-Shus 
by Servus. They are wash- 
able and tubable, too. 


See this brand-new, color- 
ful line styled with the new 
slim, smooth look at the 
P.P.S.S.A., December 1 - 5 
Rooms 642 and 644 
New York Trade Show Bldg. 


Write or call for a visit 
from your Servus Salesman. 


THE 
Sow RUBBER CO. 
ROCK ISLAND, ILLINOIS 


NEW YORK OFFICE and WAREHOUSE 330 Broadway, New York 7, N. Y 
See the complete Servus line of tennis, casuals and waterproof footwear 
for men, women and children at the P.P.S.S.A., Rooms 642-644 
New York Trade Show Bldg., 500-8th Ave., New York, N. Y. 
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éturn you $1,000 a month 


Shoe stores from coast to coast are picking up 
from $1,000 to $4,000 in extra profits monthly 
with the companion sale of a time-proven re- 
liable and effective shoe insert—Cuboid Foot 


Balancers. 


“—. 


Burns Cuboid 
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ip “3 
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Cuboids cofhe*in 248 sizesand»—_ > 


ules to meet ‘the exact bes | 
your cus a—yet they océupy 


only a few feet of sp? @eag_your 
shelves. The companion sale of a 
pair of these time-proven shoe 
inserts will approximately double 
your profit. And each day you 
fail to offer this added foot com- 
fort, you waste a golden oppor- 
tunity for extra service, (extra 
profit. 


Based on a different theory™t ay 
conventional arch “supports, (- 
boid Foot Balancers alonefare 
recognized by highest gfedical 
authorities for t nigfue com- 
fort-fostering charactefistics. Sell 
them with more coyfidence than 
ever—a recent dftision by the 
United States Q6urt of Appeals 
is upheld clafms Burns Cuboids 
lave made Jor over a quarter of 
“century/ It’s easy to get the 
yhole bry—write today for Cu- 
poid Franchise information. 
SIBERAL COOPERATIVE 
NDS AVAILABLE. Burns 
uboid Company, P.O. Box 658, 
Ana, California. 
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Hess Shoes | 


F DALLAS 
Volk’s 


DENVER 
Fontius Shoe Co. 


HOUSTON 
Krupp & Tuffly 


LOS ANGELES 
May Co. 


NEW YORK 
Lane Bryant, Inc. 


MEMPHIS 
J. Goldsmith & Sons 


MIAMI 
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NEW ORLEANS 
D. H. Holmes Co. 
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PORTLAND, ORE. 
Meier & Frank Co. 


ST. LOUIS 
Famous-Barr Co. 
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profit margins, due to generally higher costs of operation 
and finished goods, to undercut those whe wish to make 
a legitimate profit. But it was ever thus—and it appears 
probable that the future holds no marked improvement in 
this respect. 

Long-range, it seems that certain wholesalers of footwear 
might well examine the possible advantages to be gained 
by consolidations and mergers—to gain the benefits of 
increased volume, while eliminating duplicate overhead 
expenses. Possible diversification into fields offering a 
higher return on investment is an appealing idea, too—but 
this is not for the weak in heart or in financial statement! 
But always the wholesaler should keep before him the 
fact that performing his essential function of service—the 
intermediate sort—well and efficiently, is the lifeblood of 
his existence. Sales, credit, and financial policies should 
always be developed with this tenet in its proper perspec- 
tive. 


Watch for a second article by George Mason on the 
shoe wholesaler in Boot AND SHOE RECORDER De- 
cember I issue. This article will discuss: 

“The Manufacturer as a Wholesaler” 

“The Wholesaler Share of the Market” 

“The Wholesaler-Manufacturer Relationship” 


Manufacturing and Markets 
[CONTINUED FROM PAGE 87] 


ing capital. 

Retailers offer a variety of reasons why sales are lower. 
These range from construction and modernization work 
hampering store traffic to business shifts involving reloca- 
tion of supermarkets, bus stops and parking facilities. 

Store managers and buyers deny that sales are lost 
because customers cannot find the styles they want. Re- 
tailers claim that their stocks are in line with the demands 
of their trade. 


St. Louis 


Sr. LOUIS producers have settled down into their No- 
vember routines now, which, compared to the hectic month 
of October, seem blessedly tranquil. The majority of man- 
facturers returning from the National Shoe Fair reported 
that there was excellent response to and interest in the 
the new spring lines. Sampling was good. Production in 
the area has been at a relatively high level for some 
months. It appears now that the level will be continued. 

Shoes in process at present include a range of late fall 
patterns, resort types and early spring footwear. Novelty 
types and patents are scheduled for earliest delivery on 
initial spring orders. For women, patent is forecast to be 
better than ever, if possible, due to the extra push given 
spring styling through the extra emphasis on sandalized 
treatments. 

Children’s shoe production is still classed as strong, 
with a steady stream of orders placed from in-stock de- 
partments, in addition to those for future delivery. With 
advertising of children’s shoes fanfaring the “complete 
shoe wardrobe” theme more strongly than in past seasons, 
children’s producers are especially optimistic and antici- 
pate substantial business ahead. 

Manufacturers are still finding the teen story as exciting 
as a whodunit. Fall was good to manufacturers concen- 

[TURN TO PAGE 108, PLEASE] 
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FLIP-TOP DISPLAY BOX 


To help you sell . . . every pair of 
Basco Bowling Shoes are shipped in 
this colorful display box. Top of box 
flips up into tion — acts as a 
ro compelling display unit. 


SEND FOR 
CATALOG 


BOSTON ATHLETIC SHOE COMPANY 


72 Second Street, Cambridge, Mass 
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trating on teen-age pairs. Volume of sales proved that 
the teen-age market is not only growing in size, but also 
expanding in importance as a category to the producer. 

Fill-in orders on women’s footwear continue to be slug- 
gish, reflecting heavy retail inventories teamed with a 
slow October in consumer sales. Casuals and flats, par- 
ticularly those flaunting the Ivy League look, have outsold 
women’s dress shoes, producers say. 

St. Louis-made shoes have advanced a few percentage 
points in wholesale price for spring, but price increases 
were not across the board. Pricing was by shoe, rather 
than by all-inclusive revision. Some footwear carried no 
increase, other patterns increased 10 to 50 cents per pair, 
depending on type. 

Although retail tags will have to be altered in many 
cases, emphasis by many producers on the popular price 
or action price bracket has been maintained. 


Los Angeles 


Boru at manufacturing and retailing levels the shoe busi- 
ness has shown strong improvement during the last two 
weeks. Both sections of the industry are looking forward 
to an excellent Christmas selling season, in spite of the 
fact that defense layoffs are continuing. Sputnik notwith- 
standing, Lockheed will hand out 5000 permanent sever- 
ances next week. North American will drop the axe on 


| 3000 necks the week after that. The shock seems to have 
| worn off, however, and retail sales and reorders are at 
| satisfactory levels. 


Twenty or 30 thousand lay-offs cannot even be noticed 
in a city of five or six millions, of course, but it has 
caused some suffering in the small residential communi- 
ties which are tied into the aircraft plants. Retailers in 
these areas have been hurt badly. The big shopping cen- 
ters, drawing trade from more diversified employment 
sources, are booming along nicely. 

No new contract agreement has been reached between 
management and the local shoe workers’ union, but both 
sides have carefully avoided using the word “strike.” Pro- 


| duction is continuing under the old agreement and a con- 
tract will probably be written without resorting to a walk- 


out. Secretly, a good many manufacturers fee] that labor 
has a wage rise coming and also welcome it as an oppor- 
tunity to raise their prices. “A dollar for them and a 
dollar for us” is the way one man put it. If it works out 
that way, it will benefit everybody concerned. 

Manufacturers’ deliveries at present are mostly for re- 
orders on basic items, due to the imminence of the Spring 
Shoe Show slated for November 20 opening at the Alex- 
andria and Biltmore Hotels and the Haas Building. Strong 
promotion has been done on this show and retailers 
throughout the West have come to look upon it as an 
important part of their business operations. 

Strongest market remains in the young people’s field. 
Boys especially go through their shoes fast at this time 
of year and replacements are constant. Most wanted styles 
are, of course, replicas of men’s fashions. Except for siz- 
ing, there is little to distinguish men’s from boys’ shoes. 
One local retailer has gone after that “extra pair” sale by 
pointing up this similarity in his displays. He features a 
a man’s shoe with its boy-sized counterpart alongside; 
has done an excellent job of turning a sale of a man’s 
pair into one that includes a pair for junior as well. 
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Skies new styles, 


new materials, 


OPEN 
HOUSE 
DURING 
PPSSA 


Huskies fabulous line 


NINETY-FIVE beautiful patterns 
in SEVEN major style categories 
IN STOCK through Huskies 

giant Local Warehouse Network! 
FLATS: light, bright dress-up 
shoes cobbled to cuddle feet like a 
dancer’s slippers—4.99 to 

6.99. FOAM-SOLE SPORTS: 
Huskies tapered ties, Ivy buckles 
and sensational Shu-Lok tell the 
story this year—5.99 to 7.99. 
PLAY-SHOES: mules and thongs 
highlight a sweeping selection 


US ki CS ... serves you through the only 
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new colors, 
for the whole family 


SUITE 

1133 
MARBRIDGE 
BUILDING 


of fashion favorites! 


of leathers, straws and meshes— 
3.99 to 4.99. FABRICS: rainbow 
colors and hard-moulded counters 
atop plush foam soles and heels 
—2.99. MOCS: American family 
Classics priced for profit 

—3.99 to 4.99. CHILDREN’S: school 
and dressy shoes—5.50 to 7.50. 
MEN’S CASUALS: newest headliners 
in Huskies family line—5.99 to 7.99. 
Take advantage of the biggest 
trend in shoe fashions! Tie in 


with Huskies—the whole family line. : 
in-stock warehouse network in the U.S.A. 
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PLUS... 


4tuskios power-packed 


promotions designed 
to sell and sell! 


® FULL-PAGE, FULL-COLOR COVERS 
in the big teen magazines your cus- 
tomers read. No wonder HUSKIES 
is the name-brand teen-agers want. 
This is HUSKIES 13th year of big- 
time national advertising! 


AD-MATS TO TIE YOU IN! 
Bring Huskies pre-sold customers 
through your door! 


EYE-CATCHING DISPLAYS! 
Fit anywhere in your store — for im- 
pact where it counts! 


FREE PROMOTION MATERIALS! 
Streamers, counter cards, banners, 
price tags—the works! 


Hskios 


... the only in-stock warehouse 
network in the U.S.A. 








HUSSCO SHOE COMPANY; 47 West 34th Street, New York 1, N. Y. 
Factories: Honesdale, Pa. In Canada: Canada West Shoe Co., Winnipeg 
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Prescription for Spring: 
Lightness and More Color 


(CONTINUED FROM PAGE 71) 


last year and there are good promo- 
tional possibilities in black and white 
and white with black for spectator 
types; as well as two or three color 
multis, ombres and red, white and blue. 
Heels will continue to be slim, in all 
heights. 

Pattern refinements such as _ stitch 
and turn and reverse seams are the 
style highlights in men’s dress shoes for 
spring. Slip-ons, with or without gores, 
continue to gain ground and there is a 
good deal of interest in eyelet ties. 

Important lasts in men’s shoes will 
be the Continental Toe, medium nar- 
row or more extreme narrow, the Soft 
Wall Plateau and the Square Conti- 
nental Toe. It is expected that the de- 
mand for soft leathers, lightweight, 
flexible shoes will increase in the com- 
ing season. Black will get added im- 
petus from the interest in textures and 
texture combinations; and brown, with 
a slightly reddish cast, will be good. As 
spring progresses into summer, men’s 
sandals are expected to see good gains, 
especially in the conventional T and 
cross strap patterns. 

Many of the component style trends 
in women’s and men’s shoes will be re- 
flected in children’s shoes. For girls— 
the important patterns will be pumps, 
swivel straps, T-straps . .. on covered 
and little shaped Louis heels. Patent 
and textured patent leather are ex- 
pected to lead in dress shoes. Black 
smooth leather will be about the same 
as last spring; white is slated for a 
good season and red is expected to pick 
up. 

Lightweight Compo type oxfords will 
be important in school and casual types. 
Saddles are the leading pattern in 
black and white, brown and white; and 
U-throat bals and two or three eyelet 
ties give good volume _ possibilities. 
Fabric shoes on cement construction 
will get more emphasis in the coming 
spring and summer. 

In boys’ shoes, as in men’s shoes, 
stitch and turn and the influence of 
simple patterning are expected to get 
strong acceptance. 





AMC Promotes Futoran 


New York—Robert Futoran, staff 
assistant to Charles G. Taylor, vice- 
president and general merchandise 
manager of Associated Merchandising 
Corporation, has been promoted to divi- 
sional market supervisor, it was an- 
nounced by Mr. Taylor. 

Mr. Futoran will supervise all men’s, 
boys’, women’s and children’s shoes and 
slippers, and in addition, all main floor 
fashion accessories formerly supervised 
by Sidney Garmize, resigned. He 
will report to J. W. Zirkel, divisional 
merchandise manager. He was for- 
merly with Mercantile Stores. 
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STYLED to appeal to the yo 
sters — 

BUILT to deliver the rugged wear 
their parents want — 


PRICED to give you 
profit on every pair! 
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JUVENILE BOOTS 





ung- 


a handsome 


Heavy black leather 
vamps, buckle straps. 
Triple Wear “2 spot 
soles, Goodrich heels. 
Retails as low as $5.95. 


Sizes 

812-3,3%2-6 
B & D widths 
IN-STOCK 


OMBAT 


QD sOOTS 


Heavy Army russet elk uppers and 
2-buckle cuffs. Goodyear-stitched 
“Triple-wear™ soles, Goodrich heels. 


Priced to retail as low as $5.95! 


Sizes 


in boot 














Unbeatable 


VALVE 


s Young America 


wears today! 


New! 


Style 307X 
"Jolly" pattern 
2-color underlay 


Round Square, 
Point Toe 


IN-STOCK 


CHUKKA 
BOOTS 





QOD 
Gray sueded leather uppers, 2 eyelet 


ing Biltrite soles and 
tie, long-wearing Biltrite so 
Goodrich heels. Priced to retail at 


$4.95 and $5.95. 

Sizes 
81-3, 32-6 
B & D widths 


IN-STOCK 







Write for Price List 
or salesman’s call 


NOW SHOWING 
at the 
PPSSA 

Room 646 





8-3, 32-6 
B & D widths 
IN-STOCK 


Quinn & 





Delbert soo 


MARLBORO, 


New Yorker Hotel 


Salesmen: iat 
A few choice territories 
still available. 


T MFG. CO- 
MASSACHUSETTS 


Department Store 
Shoe Selling 


[CONTINUED FROM PAGE 77] 


Does this mean that all shoe depart- 
ments are loss departments? Definitely 
not! Women’s shoes and children’s 
shoes are profitable. Boys’ shoes de- 
partments are profitable. In some 
stores—exceptions to the rule—men’s 
shoes are profitable. 


Most shoe departments are profit- 
able, but they’re not profitable enough. 
And only because of poor turnover. Im- 
prove the turnover and they’d be excel- 
lent profit makers. 


Therefore, if the shoe industry 
wishes to increase the interest in shoes 


on the part of the department stores, 
it must give thought to how to improve 
turnover—double it, triple it. 

Look again, if you will, at the column 
giving the percentage age of inventory 
in Chart I. Dresses inventory is 98 
per cent no older than 6 months. 
Women’s shoes is only 72 per cent cur- 
rent; 28 per cent, by department store 
standards, is old stock. 

Turnover is the answer. The indus- 
try must, therefore, even more seri- 
ously than it has, tackle the problem 
of stock turnover. The industry must 
somehow come up with a solution. 

I’m aware of the many difficulties. 
I’m aware, too, of the many dissimi- 
larities between dresses and women’s 
shoes, between men’s sportswear and 
men’s shoes. All I can say is that 





CHART II 


Controllable 
Margin 
% of Sales 


Controllable Controllable 
$ Production $ Return Per 
Per Sq. Ft. $ of Inventory 





WOMEN’S SHOES 
DRESSES 

MEN’S SHOES 

SPORTS & CASUAL WEAR 
MEN’S & BOYS’ SHOES* 
CHILDREN’S SHOES 
GIRLS’ WEAR 


24.9 
20.6 
22.4 
25.3 
25.2 
24.8 
24.0 


89 
2.39 


*NRDGA’s MOR has no separate figures for BOYS’ SHOES alone. 








the problem is turnover—much better 
turnover—and that the problem has 
just got to be solved. 

You improve turnover by increasing 
sales with the same dollar stock inven- 
tory. Or, if sales can’t be increased, 
you improve turnover by reducing the 
dollar stock inventory. Or you in- 
crease sales and reduce stock. 

If you can’t improve turnover—36 
to 54 pieces to a style to take care of 
sizes and widths and a plentitude of 
styles hamper the purpose—then the 
markon must be increased to make up 
for it. For the end purpose is profit— 
whether it be from the sale of shoes 
or dresses. 

At this point let me say why I 
coupled women’s shoes with women’s 
dresses. Because both are fashion 
items, but, unfortunately women’s shoes 
have to be treated, so far as inventory 
is concerned, as though they were a 
staple department. 

This holds also for the men’s and the 
boys’ and the children’s All are fashion 
items—as fashion-conscious as the de- 
partments I coupled them with. 

Hence it is right, from the depart- 
ment store point of view, to measure 
the shoe departments by the same 
yardstick we use for fashion depart- 
ments. 

How to handle a fashion item that 
has to be bought like a staple? I wish 
I could brainstorm it for the industry. 
However, some obvious thoughts need 

[TURN TO PAGE 120, PLEASE] 








“WINNER 
PUMP" 
No. 1461 Black 
Glove. Also 
Brown and Red. 
AAA-EEE 


IMPORTANT SHOES for 
ACTIVE WOMEN 
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"Luci" 


No. 686 Black Kid 
AAA-EEE 
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SHERATON-MCcALPIN 
ROOMS 673 & 675 








15 LOWELL STREET 


IN-STOCK 


UP TO EEE 
Retail $9.95—$11.95 


CUSHIONIZED BELLAIRE SHOE CO. 


Division of Holmes-Stickney, Inc. 
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ellaires 


PORTLAND, MAINE 
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Spring Shoes Look 
Light, Look Dainty 
[CONTINUED FROM PAGE 69] 


in fabrics with silks polished cottons 
and some hemp the favorite types. We 
must add to this story a new trend 
that has been developing and that could 
become very important in stores that 
can work out the coordination for their 
dress, hat and shoe departments. The 
idea is a head-to-toe costume in printed 
silk; the dress, hat and shoes in the 
same silk print. This is a problem for 
individual stores. And it seems best 
suited to high fashion department or 
specialty stores. 


More Than Color 

The look of lightness in the new 
shoes is more than color. Opened-up 
patterns are part of this trend for 
dainty, feminine shoes. Last spring and 
summer stores felt the need of more 
open patterns. The tapered toe had 
taken over to such an extent that closed 
pumps pretty well cornered the market. 
This year there will still be many 
tapered toe closed pumps but there will 
also be tapered open toe pumps, besides 
closed toe shoes with open backs and/or 
shanks. T-straps, as everyone knows, 
are very important with backs and 
sides opened up. And sandals are of 
many kinds—both strippings and wide 
bands—on many heel heights. It can 
be a big year for sandals, if you want 
to make it so. For the young and the 
unconventional in town, and for every- 
one in the country, there are the very 
bare, flat heel sandals. From there you 
can carry right on up through the new 
lowered heels on sandals to the high 
heel types for evening. Remember too, 
that open back mules are a necessary 
part of your stock. 


A Special Group 

In a special group are the many 
smart, comfortable, medium heel town 
walking shoes, ideal travel styles. These 
are most practical in one- or two-eyelet 
ties and in straps, T-straps and instep. 
This is a type of shoe to feature to the 
limit of your capacity in ads and dis- 
plays. It is what women have been 
wanting for years. On this page we 
show it in a T-strap and also in a spec- 
tator type pump, made pretty and 
dainty with decorative perforations. 

The new lowered heels make another 
promotion theme that you will want to 
make the most of. They are a far cry 
from the heavy low heels of tradition. 
They are light and graceful looking but 
sufficiently sturdy to give good support. 
“Lowered” at this moment means just 
what it suggests. It means lower than 
20/8 or 21/8. It means 18/8 and 17/8 
for the most part. From high style 
sources comes an _ endorsement of 
12%/8 down to 10/8. There is an in- 
creased use of genuine layered leather 
or stacked heels on this 18/8 height. 
And there are shaped wedges also on 
this height. Squared back heels carry 
out the squared toe lasts seen here and 
there. 
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starring 
THREE 
top quality 
products 


For greater 
customer satisfaction 
in your lines. 


BESTO 
BOTTOM FILLER 


BESTO, with a fifty year old background of leadership 
... LEADS again with a great new advance in product 
improvement. 

Currently terminating a period of rigid “in-use” testing 
this super grade BESTO bottom filler is now being offered 
to the trade in general. 


* 


RELETHA 
LININGS 


The original leather fibre socklining, RELETHA con- 
tinues to lead in TRUE quality and is doing a better 
job in more shoes for more manufacturers than ever. 


Bainflex 


INNERSOLES 


Another product origination using 100% natural leather 
fibers exclusively processed with minimum quantities of 
selected binding materials to provide the finest single- 
ply innersole material made today. An innersole with 
every desirable quality manufacturers and retailers have 
been searching for .. . COOL, COMFORTABLE on the 
foot the moment the wearer leaves the fitting stool . . . 
FLEXIBLE, of course, for the entire life of the shoe. 















NortH AMERICAN CHEMICAL Co. 


19 CHESTNUT ST., CAMBRIDGE, MASS. 
TEL. TR 6-7231 

















Washington 


Newsreel 
(CONTINUED FROM PAGE 34) 


trols over prices and wages, and im- 
pose almost total controls over the 
civilian economy. 

Some of the 800 executives will be as- 
signed to serve in remote headquarters 
in time of emergency. Not all will be 
asked to come to Washington. The gov- 
ernment is quietly erecting the physical 
facilities needed for government opera- 
tion in several secret locations, all lo- 
cated at safe distances from Washing- 
ton. Many of the executives to be 
chosen will be assigned to these “‘emer- 
gency relocation sites” in different 


parts of the country. 


Sen. John Marshall Butler, R., Md., 
joins the list of lawmakers seeking to 
cancel labor’s immunity from the anti- 
trust laws. 


Enactment of the Clayton antitrust 
law in 1914 included an exemption of 
unions from antitrust prosecution. 
There was probably justification for 
this exemption at the time, Sen. Butler 
says, but the justification has long 
since vanished. “Big labor” is today as 
powerful—if not more so—than “big 
business,” he points out. 

This special treatment is no longer 
justified, he states, because of unions’ 
“great financial resources and exercises 





A new Howard & Foster "Low- 
Top" step-in shoe fashion for men. 


and Mahogany finishes. 


with Pierce display trees. 





Dramatize Your Men’s New Fashions 
with 
Pierce’s Low-Top Display Trees 


Built with last-like precision by shoe tree specialists, 
they are made of the finest hardwood in Maple, Walnut 
Pierce's "Low-Top" assures 
smooth instep and ankle fit and forms shoes without dis- 
tortion, accentuating fine shoe detailing. 


Full length but in a new lowered ankle line to fit men's 
new shoe fashions, "Low-Top" has an automatic spring 
adjustment between forepart and back part, which 
makes easy insertion or withdrawal possible. Available 
with your trade name embossed in gold on leather insert. 


Write today for further information on how you can 
highlight outstanding men's shoe fashions in your displays 


WEST COAST REPRESENTATIVE 
MISSION MANUFACTURING COMPANY 
1322 South Main St., Los Angeles, Calif. 


UY. PIPER CE COMP ssssccnes: 


| 


"Low-Top," our lighter 
weight, newly designed, 
streamlined low cut 
wood display tree, ac- 
centuates the beauty 
of America's leading 
men's shoe fashions, as 
nothing else can. The 
new two and three eye- 
let Continental and 
step-in front shoe styles 
for men look better in 
your windows, in dis- 
play cases, on the 
counters . . . in fact, 
everywhere where mod- 
ern shoe displays are 
desirable. 





BROCKTON 
IIs 











of vast political and economic power.” 

There still is no widespread demand 
in either the Senate or the House for 
putting unions on the same footing 
with business and industry, as far as 
the antitrust laws are concerned. But 
the demand for cancelling this exemp- 
tion is growing, and could conceivably 
build into major proportions. 


You can expect a continuing series of 
increases in the bills you get for ship- 
ping charges. 

The first trucking industry applica- 
tion for a rate boost to match recent 
railroad freight rate hikes has been 
filed before the Interstate Commerce 
Commission. Truckers are seeking per- 
mission to raise rates seven per cent on 
shipments between the midwest and the 
pacific coast. Requests for increases in 
truck rates in other areas are expected. 

The ICC also has before it a request 
by the eastern railroads to raise rates 
on shipment of less than a full carload 
by 14 to 29 cents for each 100 pounds; 
a bid to charge extra for insurance on 
goods costing more than $3 a pound, 
and a request by the Railway Express 
Agency for a rate boost. 


The Army is still protesting the pass- 
ing of the horse. 

One of the last official acts of former 
Defense Secretary Wilson was to trans- 
fer what’s left of the old Veterinary 
Corps to the U. S. Department of Agri- 
culture. The transfer was accompanied 
by spirited protests of Army brass hats, 
who want to keep the Veterinary Corps 
(390 officers, 1600 men) in business, 
even though it no longer has any con- 
nection with rocket-age warfare. 

Chief duties of the Veterinary Corps 
has been to care for dogs and cats of 
Army officers and for a few horses kept 
available for ceremonies. (The free pet 
care has now come to an end, and the 
ceremonial horses are being taken care 
of by the Department of Agriculture.) 


Spring Shoes Go Walking 
(CONTINUED FROM PAGE 67) 


the more neutral tones, the nutshell 
shades or red. 

Favorite soles in these casual or 
sports types are ribbed. But they are 
not heavy either in appearance or ac- 
tual weight. All these shoes are soft, 
light and flexible in every way. Heels 
are sometimes of the same compound 
as the sole and sometimes are flat 
stacked leather heels. The Ivy League 
functional back buckle appears on the 
younger styles. Touches of color and of 
tartans, especially in sock linings, are 
liked. 

Throughout the lines there is a new 
interest in walking shoes for all ages 
and we feel that there can be good pro- 
motions both for the shoes and for en- 
couraging the exercise that they pro- 
vide for. Walking more would certainly 
lead to the purchase of more shoes 
and relieve traffic jams. 
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Philip Del Grande 


[CONTINUED FROM PAGE 64] 


matics and the other sciences that 
Philip had studied came in mighty 
handy. He figured every inch of space 
precisely and designated each machine 
to its best possible location. The last 
piece of furniture to go into place was 
his desk . . . right near the door. It was 
all so compact crowded, is a 
better word for it... that oftentimes 
the packing had to be done on the 
sidewalk. Despite all the headaches 
and problems . . . business was good. 
They were making 300 to 400 pairs 
of women’s high grade shoes per week. 

There was never a question but that 
this set-up was only temporary . . 
one of expediency. As soon as the au- 
thorities allowed, excavation for a new 
factory was begun on the land which 
Philip had bought. It was a great day, 
December 1, 1944, when the factory 
was completed and lock, stock and 
leather were moved in. An extension 
was built in 1949, and at the present 
time the factory and offices occupy 
9,000 square feet. Once again every 
detail had been carefully considered, 
to insure maximum efficiency and elimi- 
nate all waste motion. Production now 
averages about 1300 pairs a week. 

Del Grande has about seventy-five 
employes. A good many of them 
started with Philip in 1942 and have 
already reached the 15-year status in 
the Employes’ Club, that carries with 
it bonuses for years of service. There 
is an even larger group that qualifies 
at the ten year level. Each one of the 
employes does a happy day’s work, 
whether supervised or not, since they 
all feel at home and working for 
themselves as well as for the com- 
pany. Philip’s brother, Emilio and his 
nephew, Pat, are in charge at the 
factory; and it wouldn’t surprise any- 
one if Philip’s son, young Philip—now 
a student at McGill—joined the flock 
when he graduated. He too has a feel- 
ing of “simpatico” for shoes. 

Back in his collegiate days, Philip 
Del Grande was tutored in and learned 
well the basic principles of economics. 
Now he applies them first hand to his 
business. He knows that balanced pro- 
duction — balanced distribution is the 
keystone to successful operation. He 
knows his capacity and he knows his 
customers; and he concentrates on 
keeping them in balance. Ninety per 
cent of the customers who started with 
him are the same customers he has 
today. Fifteen years ago they may 
have bought 50 to 100 pairs. Now, 
these same accounts buy thousands of 
pairs . . . with never any request or 
need for special terms or extensions 

. every pair paid for on due date. 
Theory put to practical application 
during fifteen years’ operation and the 
result is highly successful. 

Philip Del Grande has been called 
the “Little Dictator” ... not as an 
epithet, but rather as a friendly ac- 
knowledgment of his purpose and reso- 
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lution to get things done with efficiency 


- and dispatch. He has also been called 


the “Maestro of Shoes” and the “Pump 
Man.” His most successful style was 
the sweater pump, which he originated 
because he wanted to make a snug-fit- 
ting pump that would give the ap- 
pearance of shortening the vamp and 
making the foot look smaller. Del 
Grande shoes set the style in Canada 
for chic fashion construction and ma- 
terials. 

Stylewise, Philip believes in the 
needle toe silhouette; and he feels he 
has a sure winner in his latest style, 
the Pinocchio Last. It is well balanced 
and the toe is built up by hand. 


His sound thinking precludes the 








Build 








idea of introducing a completely new 
fashion every season. “That would ruin 
the industry,” he says, “for it wouldn’t 
give the retailer a chance to sell the 
shoes he has bought. Actually, all that 
is really needed is a change—in ma- 
terials, in color and a deviation in 
treatment —to make the shoes look 
new and exciting.” 

As we said at the start, Del Grande 
and shoes are a happy combination. 





Lou-Mar Family Shoe Fair has been 
opened at 381 Joseph Avenue, Roches- 
ter, by Louis Margolis, who for the past 
18 years has managed Allied Shoe Com- 
pany departments at Stephens’ and 
Stanley’s stores on South Clinton Ave. 
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Cordoba Shell 
Cordovan, full leather 
lined. Featured in current 
Allen-Edmonds national 
magazine advertising. 







Fine quality that your customers can appreciate instinctively 


... plus foot-pleasing comfort that’s guaranteed in 

writing! Those are basic elements in every pair of Allen- 
Edmonds that make for true distinction, customer 
confidence and loyaity — and steady growth in sales 
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guaranteed Allen-Edmonds shoes 
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PPSSA to Evaluate 
Conflicting Trends 
[CONTINUED FROM PAGE 75] 


will be desks at which buyers can pause 
to make notes and phone calls. 
Adjacent to this lounge will be an 
exhibit of shoe windows especially cre- 
ated by Look Magazine to demonstrate 
to retailers ideas for tying in with the 
“American Family Shoe Wardrobe” 
which will be sponsored next spring by 
the National Shoe Institute. Descrip- 
tive material about the promotion and 
information about aids which will be 
provided free of charge to retailers, 


and other data will be available at the 
exhibit. 

The commercial exhibits in the new 
building will feature nearly every lead- 
ing rubber manufacturer in the coun- 
try, a concentration of wholesalers and 
jobbers, several of the major general 
lines, as well as a number of allied 
products. 


Another Record Show 


Another record-breaking attendance 
of retailers and exhibitors is antici- 
pated at the forthcoming PPSSA. More 
than 7000 buyers and retailers are ex- 
pected in New York for the semi-an- 
nual market week. 





HAME 


DISCRIMINATING BUYERS PREFER 


LEATHER LININGS 


Kid and Lambskins 


with Hamel Leather Linings 


with Hamel Leather Linings 


Hamel Kid and Hamel Lambskin Linings 


L. H. HAMEL LEATHER CO. 
Haverhill, Mass. 


World's Largest Tanners of Leather Linings 











Since its inception, the policies and 
programs of PPSSA have been deter- 
mined by its two operating Associa- 
tions in order to provide maximum ser- 
vices to the industry. Perhaps the 
service for which PPSSA is most ac- 
claimed is its bulletins, committee meet- 
ings, and reports in the field of fashion. 
In this work PPSSA covers all the im- 
portant sources of trends significant to 
popular price shoes, both here and 
abroad. It reports on retail selling and 
materials in advance of a retail season 
and on patterns of shoes spotted in 
European style centers. The program 
is under the direction of Helen Joseph 
and Doris Weston. 

One of the most important industry 
functions is the semi-annual breakfast 
of PPSSA. Again it will be held on 
Monday morning of show week, Decem- 
ber 2nd. It will start at 8 a.m. and be 
concluded by 9:45 and once more the 
Grand Ballroom of Hotel New Yorker 
will be jammed by over 700 leading 
members of the industry. For the first 
time in several years, PPSSA will pre- 
sent as its featured speaker a man 
whose interests go far beyond those of 
the shoe industry itself. He will be 
Stephen Masters, board chairman and 
president of Masters, Inc., a major dis- 
count department store chain. Mr. 
Masters is recognized as one of the 
most articulate spokesmen for the phil- 
osophy of low margin, high volume re- 
tail operations. His stores are already 
doing close to $50 million retail sales. 
Next year he expects to have a public 
stock issue and within two years pre- 
dicts his business will total in excess of 
$200 million. 


Fashion Forum 


Once again the famous PPSSA fash- 
ion forum will be a co-feature on the 
breakfast program. In this session, the 
chairmen of the five shoe style commit- 
tees engage in a question and answer 
period to underscore the most impor- 
tant promotional trends and opportuni- 
ties in popular price shoes. 

William M. Blackie of General Shoe 
Corporation, President of the National 
Association of Shoe Chain Stores, and 
A. W. Berkowitz of Bourque Shoe 
Company, President of New England 
Shoe and Leather Association, are co- 
chairmen of the PPSSA Joint Industry 
Committee which lays down all policies 
for the operation of PPSSA. Edward 
Atkins and Maxwell Field, executive 
vice presidents, respectively, of the 
Sponsoring Associations, are co-man- 
agers of the shows. Other members of 
the Joint Industry Committee are: 
Retailers 

Simon Edison, Edison Bros. Stores, 
Inc. 

Lester R. Fallon, Thom McAn Shoe 
Co. 

Morton R. Izen, Sears, Roebuck and 
Co. 

C. Charles Marran, Spencer Shoe 
Corp. 

Lawrence Merle, Endicott Johnson 
Corp. 
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Alfred L. Morse, Morse Shoe Stores 

Jack M. Schiff, Shoe Corp. of Amer- 
ica 

Milton Simon, I. Simon Co. Ine. 

George L. Smith, G. R. Kinney Corp. 


Manufacturers 

Harry A. Bass, Kleven Shoe Sales 
Co. Ine. 

James L. Forma, 
Footwear, Inc. 

Saul L. Katz, Hubbard Shoe Co. Inc. 

Wallace J. McGrath, John E. Lucey 
Co. Ine. 

Joseph S. Porter, Porter Shoe Co. 
Ine. 

Myer Saxe, Kesslen Shoe Company 

James Shapiro, Ware Shoe Corp. 

Sidney Spiegel, Bruce Shoe Com- 
pany, Inc. 

G. Elliot Stickney, Holmes, Stickney, 
Inc. 

The PPSSA fashion program is also 
directed by an industry committee 
which is headed by Alfred L. Morse of 
Morse Shoe Stores and Myer Saxe of 
Kesslen Shoe Co. Members of that com- 
mittee are: 


Lawrence Maid 


Retailers 

Simon Edison, Edison Bros. Stores, 
Ine. 

Lester R. Fallon, Thom McAn Shoe 
Co. 

Morton Izen, Sears, Roebuck and Co. 

C. Charles Marran, Spencer Shoe 
Corp. 

Lawrence Merle, Endicott Johnson 
Corp. 

Milton Simon, I. Simon Co. Ince. 


Manufacturers 

Harry A. Bass, Kleven Shoe Sales 
Co. Ine. 

Saul L. Katz, Hubbard Shoe Co. Inc. 

Paul Kleven, Klev-Bro Shoe Co. 

James Shapiro, Ware Shoe Corp. 

Sidney Spiegel, Bruce Shoe Co. Inc. 

G. Elliot Stickney, Holmes, Stickney, 
Ine. 

Several of the shoe style committees 
of PPSSA have been expanded to in- 
sure an extremely representative group 
of leaders in the styling of popular 
price shoes from both the manufactur- 
ing and retailing branch of the indus- 
try. They meet twice each year. Fol- 
lowing are members of the PPSSA 
style committees. 


Women’s Dress Shoes 


Louis Shindler, Morse Shoe Stores, 
Chairman 


Retailers 


William Adoff, Butler’s, Inc. 

Harry Cohen, Miles Shoes 

Joseph J. Cramer, Wohl Shoe Co. 

Morris A. Gran, Sears, Roebuck and 
Co. 

Sydney Kaufmann, Kitty Kelly Shoe 
Corp. 

Jerome Lavin, Wise Shoe Stores, Inc. 

Francis Magee, Endicott Johnson 
Corp. 

Norman Nelson, John Irving Stores 
Corp. 
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Nathan C. Schieber, Edison Bros. David Stein, Mutual Shoe Co. 
Stores, Inc. 
Milton Radlo, The Berland Shoe Co. 


Lee H. Walters, G. R. Kinney Corp. 


Women’s Sports & Welts 


Marion Markus, The Nobil Shoe Co., 
Manufacturers Chairman 
Harold D. Ashe, Liberty Shoe Co. 
Ine. 
M. W. Borkum, Radcliffe Shoes, Inc. 
Ben Dorson, Sibulkin Shoe Co. 
Edward Fields, Copley Shoe Corp. 
Oscar Finkel, Flex-Mor Shoe Co. 
Paul Kleven, Kleve-Bro Shoe Co. 
Normand Liberty, Bourque Shoe Co. 
G. Elliot Stickney, Holmes Stickney, 
Ine. 
Robert Wodin, Ware Shoe Corp. 


Retailers 

Joseph B. Friedlander, Miles Shoes 

Barney Lebowitz, Edison Bros. 
Stores, Inc. 

George Nacht, Shoe Corp. of Amer- 
ica 

Ben Rosen, National Shoes, Inc. 
Manufacturers 

Charles B. Conn, Jr., Brown Shoe Co. 

Louis Fishman, Belgrade Shoe Co. 

[TURN TO FOLLOWING PAGE, PLEASE] 


DREW shoes boost profits-and 


profits are the measure of success! 
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Our dealers are making greater 
profits with higher maintained 
mark-ups on DREW SHOES. 


DREW shoes simply out-perform 
others with — 


@ Fresh, new styling 4 


() 
Ci 


@ Superior fit and tremendous repeat business 
—not subject to chain store competition 


@ Always IN-STOCK for greater turnover 


Extra sales and profits at $15.95 to $16.95 
retail—the volume price in the quality field 


Special financial assistance to 
stores and qualified persons 
starting in this field 


@ Many doctors recommend our basic shoes 


— 
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THE JINGLE—No. 12402, black calf, $9.35. 
Our best fitting pump, no bite, heel-hug- 
ging fit, cookie, featherweight. On our 
No. 44 last, 14/8 Cuban heel, IN-STOCK. 
Sized AAAA, 7 %2-10; AAA, 7-11; AA, 
6%-11; A, B, 6-11; C, 5%2-9. 


Visit our display at the 
LOS ANGELES SHOW, 
November 17-20, 
Alexandria Hotel 


THE IRVING DREW CORPORATION 
LANCASTER, OHIO (NEW YORK OFFICE — 746 Marbridge Bldg.) 
(LOS ANGELES OFFICE — Room 881, Alexandria Hotel) 

DREW @ DR. HISS ® CANTILEVER-GROUND GRIPPER @® TOWN WALKER 








Joel Glassman, General Shoe Corp. 
Richard E. Hasey, Viner Bros. Inc. 
Saul L. Katz, Hubbard Shoe Co. Ine. 
Sam Miller, Classical Girl Shoe Co. 
Ted Weiss, Lawrence Shoe Mfg. Co. 


Women’s Casuals & Dress Flats 


Thomas O. Burns, Roebuck 


and Co., Chairman 


Sears, 


Retailers 
Jay A. Ball, General Retail Corp. 
Herbert S. Cohen, John Irving Stores 
Corp. 
Harry H. Gould, Edison Bros. Stores, 
ne, 


~s 


Stanley W. Norkunas, Melville Shoe 
Corp. 

Charles Steen, Wohl Shoe Co. 

Murray Waldfogel, Kitty Kelly Shoe 
Corp. 

Ray Zumbro, G. R. Kinney Corp. 


Manufacturers 
Fred Diamant, Desco Shoe Corp. 
Alan Foss, Lawrence Maid Footwear, 
Ine. 
Abe 
Inc. 
Harold Nectow, Sudbury Footwear, 
Inc. 
Arthur Pfeiffer, Pfeiffer’s, Inc. 
Albert Sandler, Fenton Shoe Corp. 


Hillsberg, Lessing Footwear, 


ery seldom does one shoe style please the whole 
family like SEBAGO-MOC. 


nd even less often does a shoe build up such a terrific 
sales record in such a shorttime ... as SEBAGO-MOC., | 


et's find out why: 


p here at SEBAGO-MOC, we think the answer is 


VALUE. 


very SEBAGO-MOC, skillfully crafted of choice, | 
mellow leathers is fashioned for smooth, snug fit and | 
long-lasting good looks. 


Yes, from any angle . 


. . fashion, fit, wear, comfort, economy . . . no 


moc made compares with SEBAGO in value. No wonder SEBAGO-MOC is 


AMERICA'S FASTEST GROWING LINE 
Men's, Women's, Children's Styles 


IN-STOCK 





While at PPSSA SHOW visit us at 
534 Marbridge Bidg. 


SEBAGO-MOC COMPANY 
WESTBROOK, MAINE 


Made in Canada by Canada West Shoe Mfg. Co., Ltd., Winnipeg, Manitoba. 
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Hyman G. Saxe, Dover Shoe Mfg. Co. 
Sidney Spiegel, Bruce Shoe Co. Inc. 


Children’s Shoes 


Timothy P. Welch, G. R. Kinney 
Corp., Chairman 


Retailers 

William Eckenrode, General Retail 
Corp. 

William T. Waddell, Sears, Roebuck 
and Co. 


Manufacturers 
Arnold Hiatt, Blue Bonnet Shoe Co. 
Irving Selig, Laconia Shoe Co. 
Charles Shapiro, American Jrs. Shoe 
Co. Ine. 
Abraham Weinman, Five Star Shoe 
Co. 
H. C. Levy, H. O. Toor Shoe Co. 


Men’s Shoes 


Frank C. Rooney, Melville Shoe 
Corp., Chairman 


Retailers 
Philip Felger, Shoe Corp. of America 
Owen Howell, General Retail Corp. 
Siegbert Moch, Spiegel, Inc. 
Sidney Winfield, A. S. Beck Shoe 
Corp. 


Manufacturers 
Louis Auclair, Hampshire Shoe Co. 
Alan Goldstein, Plymouth Shoe Co. 
Burton Katz, Hubbard Shoe Co. 
Joseph Porter, Porter Shoe Co. 
Ernest A. Rainey, Diamond Shoe 
Corp. 
Herbert Rich, Lewis Heicklen Sales 
Co. Ine. 


Department Store 
Shoe Selling 


[CONTINUED FROM PAGE 114] 


to be set down. 

Women’s clothes can be delivered in 
three weeks and sometimes faster. A 
fashion industry that requires six to 
eight weeks for delivery, can’t be too 
responsive to fashion urgency. 

How much “feeling out” is there in 
the shoe industry—letting the cus- 
tomer suggest what’s hot and what’s 
not and buying accordingly—and hav- 
ing the manufacturers equipped to give 
fast quantity deliveries? 

I’m impressed by the huge window 
displays of the specialty store. So 
many styles! And I find myself walk- 
ing away— much too soon — because 
with so many to see I can’t see any! 

I think we need to be far more criti- 
cal in our style selections. We should 
have sharp differences between our 
styles, not just shades of difference, 
so that each should be a “must” to 
buy. 

We need to skip sizes and widths, 
perhaps as we do in women’s apparel. 
We don’t have every color in every size 
in every style. We’d never have room 
for them— and we’d have markdowns 
galore. 

The chains, some of them, wisely 
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don’t provide the full gamut of sizes 
and widths. I’m not saying that we 
should do as the chains do. But let’s 
be as selective as they for the type of 
customer we seek. 

I think we have far too many price 
ranges and not enough gap between 
them to really make them different. 

I think the whole discount arrange- 
ment needs changing. Why should I 
pay two prices, in effect, for the same 
shoes? If I buy them “on order,” I’m 
agreeing to the untenable business 
principle that the manufacturer should 
take no risk. If I buy them “from 
stock,” I’m penalized to the extent of 
2 per cent in cash discount. 

If I need a fill-in, I’ve got to pay a 
service charge, which I can’t collect. 
If I want an extra width I must pay 
as much as 75 cents extra. If I want 
an extra length, I’ve got to pay a $1.25 
extra. 

The manufacturers “average” costs 
for most sizes. Why not for all? Even 
if it means charging us more to cover 
the risk. 

Why are there minimum orders be- 
low which the manufacturer won’t 
ship? This gives the retailer one of 
two choices: do without, if all he needs 
is the single pair, or buy additional, 
slow his turnover and risk a mark- 
down. 

I’d like to see a public discussion of 
this, subject of turnover in the shoe 
business. Our Vendor Relations Com- 
mittee I’m sure, would be happy to 
sponsor it.... 

Now for some questions that have 
been put to me: 

Are the department stores getting 
their share of the increased shoe dollar 
volume? 

Unfortunately there are no Govern- 
ment figures to show how much of the 
consumer’s dollar each segment in the 
shoe retail business is receiving. All 
I can go by is how the shoe depart- 
ments stand with regard to the total 
store. 

Here there is good news. Since 1939, 
total department store volume has in- 
creased 305 per cent. Women’s and 
children’s shoes, in that period, have 
increased 329 per cent, and men’s and 
boys’, 319 per cent. The shoe depart- 
ments have therefore improved their 
share of the total store’s business and 
therefore of the consumer’s dollar 
spent in the department store. 

What are the weak categories in 
shoe departments? 

Rubber footwear and slippers. The 
department stores should do as the 
umbrella department is doing. When 
it rains or threatens rain, you’ll see 
umbrellas go out on the island tables 
in front of the doors. You can’t do 
that with rubbers or galoshes. 

But there’s no reason why a small 
window or a section of a window can’t 
be used when it rains to suggest to 
the passerby, “Come in, if you want 
to keep your feet dry: Rubbers—Street 
Floor.” 

Most often we just sit back and wait 
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for the customer to say, “It’s raining. 
’s must have rubbers.” She says 
it too infrequently. More often than 
not, she stops at the first specialty 
store that puts a banner out on its 
window that says, “Rubbers.” 

Other than to feature slippers at 
Mother’s Day, Father’s Day and dur- 
ing Christmas selling, and trying to 
keep some slippers always on display, 
I don’t know what more you can do 
to sell slippers. 

Incidentally, most slippers in most 
homes look terrible. Most are scuffed 
and wrinkled and never get a shine 
(I find I’m describing mine!), are 





down at the heel and dusty. They need 
replacing all right: but what’s to make 
me do it? 

Is it a fact that department store 
buying control methods sacrifice fit for 
style in women’s shoes? 

It is not a fact. Would we want to 
encourage returns? salvages? ill will? 
loss of profit? 

How has the suburban store affected 
department store shoe selling? 

Children’s shoes have done very well 
in the branch, for obvious reasons. It’s 
easier to bring the child to the branch 
than to the main store. 

In women’s shoes, “downtown” is 

[TURN TO FOLLOWING PAGE, PLEASE] 
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Next Spring’s 


When you see them, you’ll agree that Dickerson’s new spring line of women’s 
shoes is destined to be next spring’s selling sensation. 


attractive styling to make your shoe 


stars of tomorrow. 


MR. A. FAVOR 
Archer Road 
Harrison, New York 
Phone: Rye 7-1982 
MR. R. H. LEWIS 
794 E. Morningside Drive, N.E 
Atlanta 9, Georgia 
Phone: Trinity 2-4665 
MR. R. C. MADLENER 
4949 Penn Avenue, South 
Minneapolis, Minnesota 
Phone: Walnut 2-2981 


ree OR CONTACT: 





COMING SOON 







Columbus 21, Ohio 
Phone: Hudson 8-8833 


MR. K. B. RANSOM 
2398 Canterbury Road 
Columbus 21, Ohio 
Phone: Hudson 8-4888 
MR. W. T. SPANGLER 
48614 Bent Street 
Laguna Beach, California 
Phone: Hyatt 4-2852 


VA bon 


New Spring Line”’ 
{ QUALITY in workmanship, 


leathers, mesh, color 
and patterns 














Biggest Hit... 


The wonderful comfort Dickerson shoes are known for is combined with 


showplace a sure sell-out next spring. 


Take a “sneak preview” of these well-designed shoes by Dickerson. Call 
or write your Dickerson sales representative today and see the new footwear 


These Dickerson Representatives will give you a preview 


MR. O. W 
1909 Harwitch Road 


MINOR MR. H. C. SLAUGHTER 
4221 Vance Road 
Fort Worth, Texas 
Phone: Atlas 4-5704 
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©" Guaranteed by > 
Good Housekeeping 
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THE WALKER T. DICKERSON COMPANY 


326 SOUTH FRONT STREET, COLUMBUS 15, OHIO * 
IN NEW YORK: 417 MARBRIDGE BUILDING 


CA. 4-1168 








still strong. Women want to shop for 
their shoes, as they do for their coats 
and their better dresses. 

Men’s business is better in the 
branches. Hence men’s shoes should do 
well, 

Are leased shoe departments increas- 
ing in number? 

I frankly don’t know. There is no 
disputing the fact that the complica- 
tions attending the own-handling of a 
shoe department would tend to make 
more stores lease their departments. 

What about basement shoe depart- 
ments? 

Basements have traded up as have 
upstairs. They sometimes have diffi- 
culty with the better sources of supply. 


Some manufacturers wrongly, and in 
their worst interest, take a snobbish 
attitude toward “having their merchan- 
dise in basements.” I’d rather be first 
in the basement than last upstairs. 

Does most of the competition come 
from chains or independents? 

In fashion merchandise, the chains 
give us the most competition. That 
holds for women’s and men’s. In men’s 
the chains do more business than we. 
That’s because men think they don’t 
like to shop in a department store. 

Is the discount house serious com- 
petition? 

Thus far not. If they carry shoes, 
they don’t give the selection we do. 
Some soft goods merchandisers are 
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357 FOURTH AVENUE 
NEW YORK 10 
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Can you use these 


MONEYPOWER 
BOOSTERS 


Sales-increase through faster 
working capital turnover 


Selling on longer terms, extra dating, 
with ample funds to support them 


Manufacturing-cost reduction 
through new plant and machinery 


Improved service to 
customers through early-season 
inventory build-up 


IF you checked any of the above 
items, you will want to know in 
detail how factoring can help you 
increase your own profits. Iselin’s 
new brochure, GUIDE TO FAC- 
TORING, shows you the impact of 
factoring on turnover and profits, 
what factoring costs, which busi- 
nesses factor. Send for free copies 
today: start at once to learn what 
factoring can do for you. 


‘ile |SELINE 2% 








going into “discount” operations. We 
may ultimately get more serious com- 
petition. I believe the branded lines 
will continue to prefer the department 
stores. 

What is the future of shoe selling 
in department stores? 

Bright, I’d say, especially if some- 
thing is done about turnover. And if 
turnover were improved we’d put more 
sales promotion effort behind shoes— 
and then watch our smoke! 


Review of the 
Retail Trade 


[CONTINUED FROM PAGE 84] 


Children’s shoe buyers reported 
“spotty” sales activity. Moving in 
formidable volume were growing girls’ 
loafers and saddles. Pumps and strap- 
less shoes in the misses’ sizes were also 
finding ready acceptance. 

“A nice spell of cool fall weather 
could help us make up the business we 
lost during the baseball madness,” 
claims one veteran independent chil- 


dren’s shoe merchant. 
* ~ cd 


Sales, Snow, Show 
Hit Chicago Together 


COLD, snappy, winter weather and 
lively, varied business hit the Chicago 
shoe trade at the same time. The year’s 
first snow storm and real cold came at 
the same week-end as the National Shoe 
Fair. Extra window display space 
along State Street, Wabash Avenue, 
and Michigan Avenue and extensive 
shoe advertising paid tribute to the 
event. 

Several leading department stores 
featured their national brands in all 
types of shoes in their windows. Others 
called attention to styles being shown 
at the Fair. Record linage for shoe ad- 
vertising was set by a number of re- 
tailers. In addition to women’s style 
shoes, there were several full pages 
devoted to men’s shoes. This included 
announcement of the opening of a new 
Florsheim men’s store with innovations 
in visual selling, pre-selection, and 
other merchandising methods. 

The Chicago Daily News carried it’s 
annual shoe roto-gravure section. There 
were also shoe fashion spreads in all 
other papers. 

Retail selling showed its greatest 
variety since the fall season started. 
Black suede or calf closed pumps con- 
tinue to lead. But, opened up shoes are 
stronger than a year ago. The T-strap 
continues to pick up in demand, and 
is replacing dressy pumps in some cus- 
tomer selections. There has also been 
a break away from the monotony of 
black sales to a small percentage of 
spread in colors. Red continues to pick 
up and there has been some interest 
in green and a few of the browns. 
Black calf with red is a lively novelty 
in salons. Suit shoes, which are dressier 
than they have ever been, have also 
experienced lively demand as Chicago 
women go into their tweed season, A 
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few blues, grays, and wines are also 
moving. 

Patent has had unusually heavy 
early demand. It will probably be the 
leader in dressy shoes. Fabrics in 
bright colors or black with embroidery 
also account for some dressy sales. Pat- 
tern choice is fairly evenly divided be- 
tween cut-out pumps and sandals. The 
new squared off version of the extreme 
tapered toe is just beginning to take 
hold. 

Children’s business remains the 
strongest sector of the business. First 
buys in September were for staples for 
school business. Now dressy pumps, 
flats, and other types are selling. Men’s 
business has also picked up consider- 
ably and is expected to accelerate. 

Promotional effort for the next six 
weeks will concentrate on patents, 
dressy types, and slippers, keyed to the 
pre-Thanksgving week-end Christmas 
opening on State Street. 





* * 


Philadelphia Stores 
Stress Taper For Men 


INCREASED activity has been created 
by the newly inaugurated Monday night 
store hours in Philadelphia. Down- 
town workers have been encouraged to 
stay in town to shop. With the greater 
number of stores working jointly in 
this project, more shoppers are tak- 
ing advantage of the after-work shop- 
ping hours. 

The leading topic of pointed toes 
versus more rounded toes in women’s 
shoes has reached over to the men’s 
department. For the fashion minded 
males, there have been more newspaper 
ads and window displays telling the 
story of new, slimmer lines in men’s 
shoes. These have taken on an im- 
portant selling value for the younger 
or younger-minded man. One Chestnut 
street store called attention to the color 
black as a fashion color to follow with 
blue and gray suitings. Fashion as a 
base of interest in men’s shoes has 
taken a featured turn. More ads have 
been seen for men’s shoes with stress 
on style, shape, and color. 

In women’s shoes, heel heights have 
been good selling points for doubled 
pairage. This includes shoes for the 
older teen-age girl who is often seen 
purchasing a pair of flats for casual 
wear and a pair of little heel pumps 
for dress. Black continues to be the 
best seller. Tones of brown and a good 
percentage of gray are getting response. 

The toe continues to be the sharp 
point of shoe interest for women. Many 
stores have already had the experience 
of customers buying these shoes and 
later putting them aside to buy others 
because they could not wear them. They 
returned to stores to buy modified or 
open toe shoes. This has led to an in- 
crease in the demand for the open toe 
sling pump. 

Women continue to buy shoes of high 
style and continually seek new details. 
For these customers there are shoes 
made of the new patent finish for 
lizard, grained leathers combined with 


ea 
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smooth, suede with calf, suede with 
satin, and patent with black silk. Novel 
fabrics, contrasts, and different ar- 
rangements were never more looked 
for by the shoe conscious customer. 
Today’s average wearer finds the need 
for more shoes than she ever did before. 
* * cod 


Twin City Traffic 
Continues Lively 


MINNEAPOLIS—Traffic is reported still 
good with a lively interest in the new 
silhouette aiding sales. Promotion 
through newspaper advertising remains 
high. Interest in mid-high heels is good 





and there is a renewed sale of wedge 
heeled shoes for casual wear. 

The variety of materials used is note- 
worthy. Calf or suede are about equal 
in popularity for street wear. Suedes 
are first for dress. Tweed fabrics are 
seen frequently. Alligator calf is good 
in street shoes while real alligator is 
very good. 

Trim is varied and important. Velvet 
or satin bows, pearl button bows, calf 
bows, buckles, kid collars on suede, kid 
trim, cut-bead buckles are used freely. 

Smart wedgies for use with country 
casuals are very much in demand. Best 
colors are gray, vintage brown and 

[TURN TO FOLLOWING PAGE, PLEASE] 
















































79-81 READE STREET - 
Cable Address: ALBARISHOE + Phone WOrth 2-5180 








WOMEN’S AND CHILDREN’S 


Now—You need the live-wire 
offerings BARIS is noted for... 
New styles of top-grade lines . . . 


Magnetic prices. 


LOS ANGELES West Coast Shoe Travelers Ass'n, Nov.17-20 


NEW YORK POPULAR 





WONDERFUL BUYS 
RIGHT NOW 
IN 


nationally-advertised 
SHOES 
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PRICE SHOE SHOW, Dec. 1-5 


New Yorker Hotel, Mezzanine Left. 





NEW YORK 7, N. Y. 





































black. These are favorites not only 
with campus Lut with those who walk 
a good amount. 

Dress-up shoes are shown in Spring- 
o-lators, in suede slant-straps, in black 
suede with plastic heel and trim. There 
are many clear plastics. 

Newspaper advertising continues high 
with stores running one half and full 
page ads with cuts and full descrip- 
tions. Dayton’s ran a full page in a 
Sunday magazine section in color. It 
also ran a half page newspaper adver- 
tisement promoting dress-up shoes for 
late day onward, with cuts and descrip- 
tions. 

SAINT PAUL—Business has continued 


good both in children’s shoes and in 
women’s. The acceptance of the tapered 
toe and slim heel has made this a must 
in women’s wardrobes with a resulting 
increase in sales. There is also a de- 
cided trend toward wedges and wedg- 
lings for the active woman. Both ties 
and slip-ons are good. Gray, brown or 
black leather are favorites. 

Children’s shoes are continuing to 
have excellent sale. Early purchases 
were for back-to-school and this has 
been followed by dress-up shoes for 
both girls and boys. Youngsters are 
fashion-conscious and style trends give 
them opportunity to satisfy their de- 
sire for footwear other than sturdy- 





Hard to fit? 


Not Alden-Pedic shoes. Foot-Balance® design 
gives comfort to the most hard to fit feet. That’s 
why the nation’s leading foot-fitting specialists 
use Alden-Pedics to build steady repeat custom- 
ers. Do the same in your family shoe store. 


WRITE FOR THE NEW ALDEN-PEDIC IN-STOCK CATALOG 


C. H ALDEN SHOE COMPANY 
Custom Bootmakers Since 1884 
_ BROCKTON, MASSACHUSETTS 


IN STOCK 
No. 67 Black 
No. 63 Brown 


The Key To FOOT-BALANCE® 


™“ 





every-day types. T-straps, dainty slip- 
ons in black and pastels are good. 

Merchants are getting out their rain 
wear for children and adults. There has 
been excellent sale of rubber footwear 
for children. Boot-types are good. Red 
is a popular color. With fall rains be- 
ginning, adult rain- wear is expected 
to move well. There have also been 
many early advertisements and store 
displays of winter footwear with sug- 
gestion to buy early to be ready when 
the winter snows appear. These are 
shown in brown, gray or black, with 
prices running around $12.95. 


San Francisco Sales Hold 


at Satisfactory Level 


Goop promotion work helped to keep 
sales at a satisfactory level in most of 
San Francisco’s leading shoe depart- 
ments during October. Some _ stores 
have been putting their major emphasis 
on pointed toes and tall slender heels. 
Others feel that the major volume of 
their sales will be in the more con- 
servative numbers and are favoring 
them in the promotions on about a 65-35 
basis over the very slim models. 

There is a good variety in the winter 
styles, both in lines and in materials. 
Fine quality alligators are featured by 
Joseph Magnin in slender models at 
$29.95, while Saks Fifth Avenue has 
an elegant slim model at $44.95. 

A specialty at Frank More’s are wild 
rice models at $26.95. These have old 
silver buckle decoration on toes. Plain 
black ones come at $22.95. Bags to 
match these models are shown at $28.95. 

Byron’s three stores are playing up 
pointed toes and extremely little heels 
in black suede with satin bows, tailleur 
pumps with matching bows, and cin- 
namon bark or black textured calf, all 
at a popular $14.95 price. Frank Wer- 
ner also has a line of “little fashion 
pets” with the new pointed toes and all 
heights of slim heels; suedes and calf 
skins, in six varieties of toe decora- 
tions, and the price here also is $14.95. 

For variety, I. Magnin Co. has “foot- 
wear fancies” in linen, with flowers 
appliqued on toes; black crepe with a 
fringe of jet beads on toes; satin jodh- 
purs with high rising front and no 
back; and velvet print numbers. Heels 
are in all varieties from the slim and 
tall to the nearly flat, to appeal to all 
ages and tastes. 

T. B. Johnson, formerly buyer-man- 
ager of the basement shoe department 
of Kahn’s Department Store, Oakland, 
has been promoted to buyer-manager 
of the shoe department in the firm’s 
new branch store opened recently in 
Hayward, Calif., Houston Hartley, 
Kahn’s shoe department manager, an- 
nounced. Taking Johnson’s place as 
basement department manager in the 
main store here is Rauley Fox, formerly 
assistant manager of ladies’ and chil- 
dren’s shoes on the first floor. Taking 
Mr. Fox’s place is Maurice Renaud. The 
shoe departments in the Kahn stores 
are operated by Nordstroms of Seattle. 
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Is your volume as high as you’d 
like? Of course not. Then why not try 
to boost it, by carefully checking every 
action you make from the time the 
customer walks into the store, until 
the minute she leaves. Somewhere 
along the line you do (or don’t do) 
something that makes the difference. 

When the customer walks into the 
store, do you greet her with a brusque 
“Yessum!” (or, if it’s a man, a hearty 
“Yessir!”)? This type of salutation 
should be carefully avoided, because it 
is blunt, sometimes rude, and entirely 
meaningless, especially when there are 
innumerable pleasant ways of opening 
the sales conversation, such as, “May I 
serve you, Mrs. Brown?” or “Good 
morning. May I wait on you?” To cus- 
tomers who seem to be looking around, 
and don’t wish to have immediate ser- 
vice, the best trained salespeople are 
told to say, “Do you wish to be waited 
on?” 

If you’re busy with one customer, 
and another walks in, do you give the 
second an immediate friendly greeting? 
This is important because it tells her 
that she has been noticed and will be 
waited on in turn. It also “anchors” 
her, because now that you have told 
her that she’ll receive service soon, she 
is less apt to grow impatient and leave 
the store. In semi-self service shoe 
stores, some salesmen say, ‘Why don’t 
you walk around and pick out a few 
models that you like? By then I’ll be 
free to wait on you.” 

Are you sure that you know your 
shoes? And do you also make it a habit 
to use your knowledge? This includes 
studying all labels, talking to manu- 
facturers’ salesmen, and reading your 
trade papers and all manufacturers’ 
literature, until you’ve built up a back- 
ground of information. The shoe sales- 
man who has this kind of knowledge 
doesn’t have to fall back on meaning- 
less generalities in answer to a cus- 
tomer’s questions. 

Do you try to increase the value of 
the shoes in the eyes of the customer 
while you show them to her? This can 
frequently be accomplished with casual 
remarks while the shoe is slipped on, 
such as, “The heels of these shoes are 
of the finest kiln-dried maple,” or bet- 
ter still, “These are the only high 
heeled shoes on the market that are en- 
forced with sturdy steel rods.” 

Since footwear has a strong appeal 
to the sense of sight and touch, you 
can capitalize on these factors also by 
pointing them out. This can be done 
by saying, “Feel how supple the leather 
is,” or “Look at the attractiveness of 
the bead trim,” or “Notice the genu- 
inely hand sewn tops.” 

When yon don’t carry the style of 
shoe that the customer has asked for, 
do you quietly admit it by saying, “I’m 
sorry, but we don’t have that style.” 
This has been proved to be the best 
selling technique because the frank ad- 
mission invariably brings the response, 
“Well, do you have something similar?” 
Now the customer is coming to you. 
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When the Customer Walks into Your Store 


However, if you had tried to suggest 
another style at once, you would have 
built up a hard-to-overcome resistance. 
A good next question is, “What kind of 
clothes do you plan to wear the shoes 
with?” and “What color?” Now you 
have the complete picture of the cus- 
tomer’s needs and are in a position to 
suggest the most appropriate styles 
from the shoes that you do carry. 

Do you start a sale with your lowest 
priced shoes? You can, but this puts 
you at a disadvantage, because if the 
customer wants to see a shoe that is 
still less expensive, you have nothing 











left to offer. It is also bad planning to 
go to the opposite extreme and start 
with your highest priced shoes—for if 
she wants something still better, again 
you haven’t got it. The same rule holds 
true in regard to quality, for it permits 
you to go up or down in this regard as 
well. 

Do you consider the remark, “I wear 
these shoes myself,” a good selling 
technique when waiting on a man? The 
old fashioned salesman thinks it’s valu- 
able, but the man who practices new 
selling techniques considers it unwise 
unless the clerk knows the customer 
very well, or the customer actually asks 
[TURN TO FOLLOWING PAGE, PLEASE] 


O.: service is tailored to provide all the 
working capital any qualified client needs, 
without increased borrowing, diluting 
profits or interfering with management. 


Information available for any manufacturer or 
distributor with $500,000 or more annual sales. 









the clerk for his personal experience in 
regard to the shoes. The reasons why 
are: 

1—Customers may feel that the store— 
not the salesman—should do the rec- 
ommending. 

2—The clerk should put the customer 
—not himself—in the limelight. 
3—The customer’s needs may be quite 
different from those of the proprietor 
or the clerk. 

Do you “close the books” before the 
customer actually opens her pocketbook 
and pays for her shoes? You can, of 
course, but if you don’t you can fre- 
quently double the initial purchase. Try 
well planned suggestions similar to, 


YOU CAN SELL MORE PAIRS 


UPPERED WITH 


\ 


#66 US Par OFF 


Because 


“Thirty denier stockings are on special 
sale for today only. Want to see a 
pair?” 

or 

“We have handbags to match this style 
of shoe. They’re right on this counter.” 
or 

“Remember that next week is Mother’s 
Day. Want to look at some slippers 
while you’re in the store?” 

When the customer is doubtful about 
spending more money, do you give her 
the choice between one product and 
another, instead of one product and no 
product? For example, if a customer 
hesitates and says, “humm. Maybe I 
do need a bag to go with these shoes 


WHITE SHOE LEATHER 


FREE KLEENETTE 


FOLDERS AND MERCHANDISING 
KLEENETTE UPPERED SHOES. WRITE A. H. ROSS & SONS CO 


AVAILABLE FOR 
ILLINOIS 


TAGS NOW 
CHICAGO 22 


| keep his 


but...” the salesman can immediately 
interject with, “Do you want it to 
match the suede trim, or do you prefer 
an all patent leather pocketbook?” in- 
stead of simply picking out a handbag 
at random from the shelf. Again, he 
might remark, “do you want a dressy 
handbag to wear in the evening only, 
or do you want something casual? Both 
of these bags go with the shoes you’ve 
just purchased.” These questions make 
it hard for the customer to say “no,” 
and sometimes lead to the sale of both 
articles. 

Do you gossip with your customers? 
Back in the old cracker barrel days this 
was one of the most important commodi- 
ties in many a small general store, 
where the family’s shoes were pur- 
chased, and women still enjoy a pleasant 
chat with the salesperson. But since 
gossip no longer plays a constructive 
part in actual selling, the alert sales- 
person can easily turn the customer’s 
attention to the subject that he should 


| know the best—shoes, Every shoe store 


has merchandise that is loaded with 
plenty of subjects for conversation—if 
he knows his stock, and it is certainly 
more profitable to talk about that, than 
it is to tell people about other people’s 
business. 

Do you believe that the customer is 
always right? He (or she) is often 
wrong, despite the old slogan, but 
arguing the matter out is the poorest 
form of selling strategy. Some shoe re- 
tailers feel so strongly about this that 
they adjust all small claims immedi- 
ately in favor of the customer. Their 
theory is that she is much harder to 
replace than a 25¢ bottle of shoe polish, 
or a 75¢ shoe bow. Consequently, when 
she insists that the former wasn’t 
packed with the shoes, or the latter was 
defective when purchased, the items 
are replaced without fuss. However, 
since this rule can’t be followed with 
higher priced merchandise, it might be 
a good idea to: 

1—Believe that the customer is right 
when you’re in genuine doubt yourself. 

2—Believe that the customer is right 
when the amount of cash involved is 
small. 

3—If the customer is a chronic of- 
fender, let her take her trade else- 
where, 

4—Whatever you do, speak your 
mind quickly, and do not argue. 

Are you grouchy, irritable, or snap- 
pish when you wait on trade? Or are 
you an “other extreme” salesperson 
who is just as bad—or worse—because 
you’re always embarrassing customers 
with your wisecracks? The good sales- 
man who best represents his store does 
neither. Instead, he adopts a cheerful, 
pleasant manner, and never gets 
“funny,” sarcastic, “smart,” or angry. 
He faces all types of customers all day 
long—including grouches, crabs and 
Weisenheimers, but he has the poise to 
own temperament always 
smooth, cheerful and pleasant. 

Do you build sales for tomorrow, 
after the customer has finished her 


[TURN TO PAGE 129, PLEASE] 
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The doctor sent her to you... 


that’s why she’ll buy thee XT 









The doctor said, ‘Your child’s feet need 
extra support”. He told her what kind of 
support, where, why... and now she’s asking 










you to help her. r) 
You’ve got the Answers—and a sale—when you've got the Extra A IS F 
Support shoe by Prosteketiv. Order now. Immediate shipment from %, o i 





stock in all children’s sizes. Terms 5% 30 days f.o.b. Reading, Penna. 
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Curtis - Stephens -Embry Co. READING, PA. 
FINE QUALITY CHILDREN’S SHOES SINCE 1882 ; 


New Products 





> 
















Three New Avon Sole Products ® 





Continental 


THE AVON SOLE CoMPANY has intro- 
duced a number of new sole products. 
One of these is Karak Crepe, which is 
said to be an improvement over natural 
crepe in that it does not spread, change 
color or become sticky. It is similar in 
appearance to natural rib crepe and 
comes in 36 x 36 sheets in six, nine and 
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Ruf-Grip 
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Karak Crepe 


twelve iron thicknesses. It is also re- 
ported to cement more satisfactorily 
than natural crepe, wear longer and 
cut more economically. It is now being 
made in four colors: Cleartone, Mello- 
tone, Almond and Black. Heeling mate- 
rial is available to match the four 
colors. 








Another new product is the Ruf-Grip 
Cush-N-Crepe sole. This is a new de- 
sign originated by Avon. It is available 
in regular Cush-N-Crepe compound and 
in Neoprene Cush-N-Crepe. It is also 
available in a special Neoprene Cush-N- 
Crepe compound suitable for stitching. 

Another recent development is the 
new Continental design in Cush-N- 
Crepe for men’s shoes. This product 
features light weight in 15 iron thick- 
nesses, in either a short under bevel 
heel or a long edge flat tread heel. It 
is particularly suitable for casual and 
sport shoes because of its modern styl- 
ing effect, which lends “bottom interest” 
to this type of shoe. 








Silicone Gum Insole 

GENERAL ELECTRIC silicones have 
been given a new role—making men’s, 
women’s and children’s shoes more com- 
fortable. In this first consumer product 
application, a G. E. silicone gum is 
being used in the new models of the 
Nature Step Comfort Shoe manufac- 
tured by the Lester Pincus Shoe Cor- 
poration. 

The viscous, resilient silicone gum 
is placed in the insole of the shoe where 
the greatest foot pressure is applied. 
Enclosed in a container built into the 
insole, the silicone gum molds itself to 
the foot and provides a custom fit at 
all times. With this construction, a 
production shoe can approach a custom 

[TURN TO FOLLOWING PAGE, PLEASE] 








127 








SEE US 4th FLOOR LOBBY TRADE SHOW BUILDING 
YOU ASKED FOR... AUTOMATIC DISPENSING 


REG. U. S. PAT. OFF. 


SATIN LABELS 


MADE EXCLUSIVELY BY 


Meyer Label Co., Inc. 
5 EAST 16TH STREET e NEW YORK 3, N. Y. 
DISTRIBUTED IN 
ALL PRINCIPAL CITIES 
INCLUDING CANADA 


BETTER STICK 
NON-STAINING 














MORE SHOEMEN ... 
ARE REACHED THROUGH BOOT AND 
SHOE RECORDER ADVERTISING THAN 
THROUGH ANY OTHER SHOE PUBLICATION 














YEARS 


of constantly boosting volume 
with Dr. Posner children’s shoes 


A 25% increase last year! That’s the good news 

about Richard Juvenile Shoes, 30-14 Steinway Street, 
Long Island City. Want big increases with 
children’s shoes? Write, call or wire at once for 
complete information about a Dr. Posner 


franchise in your trading area. 


DR. POSNER 


children’s shoes 


DR. POSNER SHOE CO., INC., 112 w. 34 STREET, NEW YORK, N. Y. 





made shoe in fitting the foot in motion 
but at one third to one sixth the price. 
The production model self-molding shoe 
incorporates many of the design fea- 
tures of a custom shoe, including light 
weight cork wedge and platform, ade- 


quate room for foot action, proper ven- 
tilation and side lacing. The silicone 
pad combines with these features. 

Silicone gum is manufactured as the 
basic ingredient of silicone rubber, a 
special synthetic elastomer invented by 
General Electric in 1944. While silicone 
rubber, silicone fluids and other sili- 
cone materials are used in a wide var- 
iety of products for the home, office 
and factory, the Nature Step comfort 
shoe is the first product to use them in 
gum form. 


Jack Kalish, formerly with the Lobel 
Shoe Department in Port Richmond, 
Staten Island, N. Y., has taken over 
the ownership and managership of the 
Max Garber Stride Rite Shoe Store at 
755 Victory Boulevard on Staten Island. 


* * * 


A family type shoe department has 


| been established in the new Arlan’s 
| Department Store at 24000 West Eight 


Mile Road, in Southfield Township, 


| northwestern suburb of Detroit, by the 
| Morris Shoe Company of Boston, as a 
| leased department. Lew Zuker is man- 
| ager of the new department. 
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See us at the 


POPULAR PRICE 
SHOE SHOW 
of AMERICA 


Sheraton-McAlpin 


HOTEL 


Rooms 523 & 525 


DEC. 1-5 











You'll see... 
@ ORIGINAL “NATURE'S OWN"— 


straight last footwear with 
“Contour Fit’ plus ‘'R-ex" 
construction 


@ WORLD-FAMOUS “R-EX 
CONSTRUCTION"— 


with the incomparable built- 
in Altschul construction on 
those incomparable lasts 


@ REGULAR CONSTRUCTION 
FOOTWEAR— 
















ern patterns 


e Bubble Saddles e Straps e@ Dress 
e Bal “U” Throat Oxfords e Service Oxfords 


@ NEW LASTS OF THE MOST 
MODERN TYPE 


@ AN IN-STOCK DEPARTMENT 
SECOND TO NONE 


of Children's Footwear ever! 












JULIUS ALTSCHUL INC. 





JULIUS ALTSCHUL, inc. 


Creators of ''Nature's Own" straight last footwear 


117 Grattan St., Brooklyn 37, N.Y. © HY 7-4500 


TESTED & PROVEN SINCE 1899 
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When the Customer 


Walks into Your Store 
[CONTINUED FROM PAGE 126] 
buying, by tucking a printed circular 
in with the package? This might be 
a bill that you’ve had printed up your- 
self, announcing a special sale on a 
special type of shoe or shoe accessory 
for the following week. This is a good 
time, also, to pass out any folders or 
leaflets that shoe manufacturers have 
produced for you. When you do so, 
call attention to your act, by making 
some comment. Tell the customer what 
is on the bill or in the leaflet and how 
it can help her. 








sales—and present good will. 





Do you build up a lasting acceptance 
of the merchandise you’ve sold—and 
the place where it was purchased? One 
way to do this consists of asking the 
customer—sincerely—to let you know 
how she likes the shoes the next time 
that she’s in the neighborhood. This 
will make her take more careful note 
of the quality, the appearance, and the 
comments from friends. It will also 
make her more aware of the good 
features of the brand name and style. 
On the other hand, if the shoes do not 
please her for one reason or another, 
you’ll hear about it in plenty of time 
to make amends before losing future 





IT’S GOOD BUSINESS TO STOCK LONE STAR COWBOY BOOTS - TEXAS’ 
GREATEST POPULAR PRICED COWBOY BOOT LINE. Write for Catalog. 
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featuring In-Stock styles and | 
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Truly, the most complete collection 
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LANSING , MICHIGAN 


Last PUSIDENT, STATE ASSOCIATION 


OF SHOE RETAILERS, ROTAR/AN, V. P. 
LANSING V.M.C.A, TREAS. ASSOCIATION 
OF CRIPPLED CHILDREN AND ADULTS. 


has LECTUREO WIDELY OW SHOES, L/KES TO 


FISH, COOK, TRAVEL WITH FAMILY... 
WEE, DAUGHTER AND THREE SONS. 











RECALLS THAT A HARD TO FIT CUSTOMER i , a 


ONCE AGREED TO ORDER A CASE OF 
FREEMAN SHOES... HE WAS SO 
HAPPY WITH HIS TRIAL PAIR/ 


HOMER ALSO WAS A STORE ON THE 
M.S. Uv. CAMPUS... FEATURING FREEMAN 


SHOES FOR MEN. 











THE 
NAME 
THEY 
LOOK 

FOR... 


Vul-Cork 
a 








THE FAMOUS ORIGINAL CORK SOLE 


@ unbelievably lightweight! @ resilient .. . so soft that it 
gives comfort underfoot 


@ flexible — for real walking and yet is long-wearing. 


comfort and_ effortiess 


crouching and stooping. * naan Mat ousterpreet 


and weatherproof 

: keep you cool in summer 

@ slip resistant — with mil- and warm in the winter. 
lions of air cell suction cups 
that work for your safety for @ cannot mark or mar any 
the life of the sole. floor surface. 


for all-day comfort you can’t beat Vul-Cork soles. Their 
lightweight flexibility combined with their insulating 
qualities give your customers real day-long foot com- 
fort plus long wearing qualities for extra mileage. Vul- 
Cork is the ideal sole for any job where there is a 
danger of slipping and falling such as farming, con- 
struction work, and in the industrial field. 

When your customers see the Vul-Cork Label on your 
workshoes, half your selling job is done. 


Vul-Cork Sole Division, Cambridge Rubber Company, Taneytown, Maryland. Makers of Vul-Cork 


VUL- CORK & 
VULCORK NEOPR 


+» $0 flexible, so resilient . .. you can roll them up right in the palm of your hand. © 
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Find Your Size 


Denver—A thoroughly effective window display to focus 
attention on the sizes that were available in the women’s 
shoe department pulled a record volume at Joslin Dry 
Goods Company, here. 

The window display, as shown, was based on a magnified 
size chart, slanted at an angle on a panel to the left of the 
actual shoe display. Three by three feet, the panel indi- 
cated, “Find Your Size Here!” Below, sizes were listed all 
the way from A and B up to 12, in quintuple, to C. 

A book-case type rack, in flat white, was used to display 
seven pairs of shoes, while accessories including handbags, 
scarfs, and gloves, were shown on a square of black cara- 
cul at the base of the panel. A “kitten,” 6 feet tall, pat- 
terned after a famous woman’s shoe brand featured in the 
department, lent added eye appeal to the window display. 





Window Display Contest 


ati 


says: 
Know your Bis! 


is for Accurate Fit 
BB isfor Better Value FRY 


is for Craftsmanship 


& 


Colorful 3-dimensiona! window units, like the above, are 
helping to inspire Billiken dealers to compete for cash 
prizes in a nation-wide window display contest being 
conducted by Billiken Shoes for children. The contest is 
part of a special promotional "package" offered for the 
fall and winter selling seasons. Cash prizes offered are 
$500, $250, $100 for Ist, 2nd and 3rd places, with three 
other prizes each of $50. Displays will be judged from 
photos to be sent in by dealers, who may submit as many 
entries as they wish. The contest will close December 31, 
1957. Billiken is a division of Craddock-Terry Shoe Cor- 
poration, Lynchburg, Virginia. 
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These Foot-Joy Imperials, produced by Field and Flint Company fo retail at $150, 
are made of supple belly skins of baby alligators. They are hand-welted. The 
shoes were introduced at the Fair to mark the company's 100th anniversary. 


CHICAGO—Foot-Joy Imperials, high- 
est-priced shoes ever produced in 
America, were unveiled here by Field 
and Flint Company at the opening of 
the National Shoe Fair. Introduced as 
a special anniversary model to mark 
the Brockton, Mass., firm’s 100th year 
of shoe manufacturing, the Imperials 
retail at a record price of $150. 

Created from perfectly matched baby 
alligator skins and featuring hand- 
welted construction, the Imperials are 
designed in the popular three-eyelet, 
blucher oxford style with cloverleaf al- 
ligator tassel. Each pair comes in two 
chamois drawstring bags boxed in a 


velvet-lined wood case complete with 
shoe tree. 

In January, Field and Flint was ac- 
quired by Stone-Tarlow Company, Inc., 
of Brockton, makers of Elevators and 
Signature shoes. The new management 
team headed by Benjamin Stone, presi- 
dent; Daniel S. Tarlow, treasurer; 
Richard N. Tarlow, executive vice- 
president; Leon H, Robinson, vice-presi- 
dent; William E. Tarlow, vice-president, 
and Clarke L. Wilcox, vice-president, 
has now embarked on a new merchan- 
dising, marketing and advertising pro- 
gram designed to streamline and re- 
vitalize the century-old concern. 





Display Materials Exhibit December New York Feature 


NEW YoRK — Ninety-two manufac- 
turers and suppliers of display ma- 
terials and equipment have reserved 
exhibit space for the spring and sum- 
mer Display Market Week of the 
National Association of Display Indus- 
tries to be held at the New York Trade 
Show Building from December 8 to 12. 
Four complete floors will be required 
for the event. 

Sylvan Freund, president of NADI 
and also of Decorative Plant Corpora- 
tion, New York City, said many local 
members of the association will ex- 
hibit in their own showrooms, as well. 

Total attendance at the Display Mar- 
ket Week is expected to be around 
2,000, including display directors and 
other retailing executives from leading 
stores throughout the United States 
and Canada. Several hundred jobbers 
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of display materials also will attend, 
as well as representatives of a num- 
ber of national advertisers. 

The NADI Display Market Week 
is held in June and December. 


Chandler’s in White Plains 


St. Lours—A new Chandler’s opened 
in White Plains, N. Y., on October 31, 
Edison Brothers Stores, Inc., has an- 
nounced. 

The store is the second Chandler’s in 
Westchester County and the seventh in 
the New York area to be opened within 
the past two years. Located in a down- 
town section at 59 South Broadway, 
the new shoe salon is across the street 
from Bonwit Teller. Built on a split 
level, the store features a facade of 
Canadian blue granite with four large 
display windows. 


Small Shoe Businesses Seen 
Vanishing Unless Supported 


GREENUP, ILL.— Small retail shoe 
businesses will vanish in 25 years un- 
less stores double in size was the pre- 
diction of Dr. J. G. Robinson, chair- 
man of the department of retailing at 
Washington University, St. Louis. 

Dr. Robinson spoke before the third 
annual sales convention of Step Master 
Shoes, Inc. 

He quoted figures to show that the 
number of shoe stores has not increased 
between 1948 and 1954, but rather, that 
the number of independent shoe stores 
is remaining static. He declared that 
more than one-half of the family type 
of outlets sell less than $100,000 an- 
nually. 

He urged the industry as a whole 
to strive for additional outlets and to 
increase efficiency. 

Shoe manufacturers should stress the 
theory that they are selling through the 
dealer and not to the dealer, he advised. 
Dr. Robinson pointed out that although 
the consumer spends a smaller fraction 
of his dollar on soft goods today than 
he used to, there is an expanding mar- 
ket in shoes due to rising population. 

First, he said, the shoe industry must 
give the consumer what he wants. Sec- 
ond, it must teach the consumer to dis- 
card old shoes. Third, manufacturers 
should achieve control by inculcating 
strong brand consciousness. And, he 
added, firms should assist the retailer 
constantly toward achieving the spe- 
cialist’s level. 

Before joining Washington Univer- 
sity, where he is also professor of Re- 
tailing, Dr. Robinson was associate pro- 
fessor of Marketing at the University 
of Southern California, and a lecturer 
in Marketing at City College of New 
York and at Rutger’s University. 

The October Step Master sales con- 
vention marked the close of the firm’s 
16th year, during which the company 
showed a gain of 40.8 per cent and 
chalked up the biggest sales year. 

Ray T. Clingingsmith, sales manager, 
presided at the convention meetings. 


Boston Boot Club to Meet 


BostoN—The opening meeting of the 
Boston Boot and Shoe Club’s sixty- 
ninth season will be held on Wednesday 
evening, November 20, at the Hotel 
Statler in Boston, it was announced by 
newly elected President Irwin Katz. 
Mr. Katz is treasurer of Hubbard 
Shoe Company, Inc., which operates 
two factories in Rochester, New Hamp- 
shire producing men’s and women’s 
shoes. 

The featured speaker at this banquet 
will be Judge Harold C. Kessinger 
of New Jersey, noted lecturer and 
humorist. His talk will be entitled 
“The Sunny Side Of Main Street.” 

The other three dinner meetings 
planned for this season, all at the 
Hotel Statler here in Boston, will be 
held on Dec. 18, 1957; March 19, 1958; 
and Apr. 16, 1958. 





Chair Colors Fix Sections in New Branch 


Men's, women's and children's shoe departments are divided by different chair 
colors, Fixture in the foreground adapts a standard shoe display device; the 
platform is mosaic tile. Floor and ceiling are gold. 


MIAMI, FLA.—Richards, Miami, has 
a new idea. In the recently opened 
branch at 163rd Street, they have es- 
tablished a family shoe department. 

Placed side by side, the three de- 
partments are distinguished by differ- 
ent colors for upholstered chairs. The 
section for men features black chairs. 
The women’s shoe salon features blue 
and the children’s shop has yellow 
chairs. This family shoe department 
has been allotted a choice location di- 
rectly in front of the escalator. 

Buyer and manager for this depart- 
ment, as for the main store, is Jack 
Liebson, formerly with Burdines, 
Miami. Myer Katzman, architect for 
the branch at 163rd Street, has set the 
colorful chairs in straight rows, each 
section back to back. The new series 
of shops is a study in angles. The main 
store features circles and semi-circles. 

Background for the study in angles 
is an open white wood screen which 
acts as a divider between the shops 
and the stock room. The display shelves 
are set against a curtain backdrop of 
sharply contrasting shades of blue and 
white. Shoes displayed on this con- 
temporary version of a “what-not” are 
spotlighted by fluorescent light strips 
set into the lower shelves. 

To make the contemporary use of 
color more striking, Mr. Katzman has 
used gold for ceiling and floor cover- 
ing. 

In both shoe departments, Mr. Lieb- 
son calls attention to the low display 
platforms, giving a spacious air to both 
salons. In the new store the platforms 
are of mosaic tile with clear plastic 
devices for display units. 

One can imagine the striking effects 
which will be seen when the resort 
shoes are brought out in December. 
Foremost in color styling will be bright 
orange and sunshine yellow with the 
usual pastels trailing in popularity. 
Suede, now being shown for fall, will 
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give way to navy and black patent, 
standard favorites, and fabric shoes 
in many shades. To the name brand 
lines of leather, Richards has added a 
locally manufactured line of sandals 
and flats—Daner sport shoes. 

Miami customers are taking up the 
pointed toes for high styling but they 
prefer the tapered toe to the more ex- 
treme stiletto. Mid-high heels are in 
demand for dressy and street shoes. 

With Mr. Liebson in planning and 
stocking the new 163rd Street branch 
of Richards Shoe Departments are 
King Rusheed, manager of men’s shoes 
and Jack McCarel, sales manager for 
the 163rd Street family shoe depart- 
ment. 


Shoes Well Represented 
At Eastgate Shopping Center 


INDIANAPOLIS, IND.—Eastgate Shop- 
ping Center, Indiana’s largest shop- 
ping center, is shoe minded. 

Hood Shoes, Inc., opened in the cen- 
ter by Jack Hood, president, is Mr. 
Hood’s first solo effort. He still re- 
tains partnership in Bunte’s Shoe 
Salon at 9 East 38th Street, Indian- 
apolis, a connection he has had for 
the past nine years. The attractive 
decor has walls painted gull gray to 
match gold flecked wallpaper. Chairs 
are off-white and green. 

Besides Mr. Hood and his wife, the 
store personnel includes Mrs. Mary 
Henry, assistant manager, and Bob 
McKee, salesman. Mr Hood was with 
Thom McAn Shoe stores for 13 years. 
He went to the Bunte store in Indian- 
apolis in 1948. 

The G. R. Kinney store has Arnold 
Rockhold as manager. Mr. Rockhold 
has been in the shoe business 17 years, 
15 of which have been with Kinney. 
His Eastgate staff includes Charles 
Goebel, David Deahle and Thomas 
Woodhouse. 


The store is handsome in a pink and 
chartreuse color scheme with rose and 
green seats and was designed by the 
company’s architect, Walter Daum. 

Edison Brothers Stores Inc., has 
opened its second Bakers Shoe Store 
in Indianapolis at Eastgate. The store 
carries ladies’ high fashion shoes, and 
also flats and sport shoes. Earl Bennet, 
the manager, was formerly with Burt’s 
Shoes, located downtown. 

Noland Dearing is manager of the 
Thom McAn store at Eastgate. It con- 
centrates on men’s and boys’ shoes and 
accessories and has 3,600 square feet 
of floor space. 


Shoes also are sold by other firms 
in the center. Hudson’s Men’s Wear 
sells everything in clothing for men 
from hats to shoes. The shoe depart- 
ment is separate. A long upholstered 
bench in canary yellow is attractive 
against a grooved panel on the wall, 
and shoes are displayed on pegboard 
in front of the customer. 

The store has 80 feet of windows. 
Mr. Hudson said he has space reserved 
for a continuous showing of shoes, 
and it has boosted sales of shoes con- 
siderably. 

Shoes of moderate price are important 
stock items at J. C. Penney Company. 
The store has 21,000 square feet of 
selling space, and has been planned to 
make self-help by customers as prac- 
tical as possible. 

There is a beautifully landscaped 
center mall from which most of the 
stores open, in addition to an entrance 
from the parking lot in back of them. 
It is estimated that about half a 
million people live within easy driving 
distance. Housing developments have 
mushroomed in this area due to the 
number of large plants which have 
been built nearby. 


All of the stores and shops are air 
conditioned, and lighting makes the 
parking area possibly more attractive 
by night than by day. 


Old Milwaukee Shoe Store 
Scheduled to Move February 


MILWAUKEE—The Caspari & Virmond 
Shoe Store, a fixture for 55 years at 
105 East Wisconsin Avenue here, will 
move about February 1, 1958, to a new 
location at 314 West Wisconsin Avenue. 

E. G. Sapp, president, said an 11- 
year lease has been signed for the site, 
which, he said will provide greater 
convenience, service and selection pos- 
sibilities for the firm’s customers. 

Originally a family store when the 
firm was founded in 1902 by the late 
Alvin Caspari and George Virmond, it 
now specializes in high-grade shoes for 
women only. 


New California Thom McAn 


New YorK—Thom McAn opened its 
47th California store in the new Bay 
Fair Shopping Center in San Leandro. 
Phillip O’Malley is manager. 
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ADD 50¢ PROFIT TO EVERY PAIR YOU SELL!!! 
Carter’s Kangaroo and Kidskin Shoe Sale 


50¢ EXTRA PROFIT PER PAIR! 


It’s 


yours during our 31st Annual Sale of 


Kangaroo and better-grade Kidskin 
Shoes! Yes, sir, you save as much as 50¢ a 
pair, and longer dating gives you time to 
sell before you pay. Have you ordered yet? 

TERMS NET 90 DAYS... 


AND KIDSKIN MAY BE MIXED IN ANY ORDER. 


24 pairs 
48 pairs 
96 pairs 
CUSTOMER MAY SPECIFY ANY SHIPPING DATE. . 


KANGAROO and KIDSKIN 
SALE PRICES 
30¢ per pair off list 
40¢ per pair off list 
50¢ per pair off list 
. KANGAROO 


See the Carter Man in your territory or contact the factory direct. 


JI. W. CARTER COMPANY 


P. O. Box 30 e 


Nashville 1, Tennessee 





Jay Mark Chooses Tiren 
Manager of Its Four Stores 


DENVER—A. M. Tiren, whose family 
has been in the shoemaking or shoe 
retailing business for 200 years, has 
been named general manager of the 


A. M. TIREN 


four self-service stores of Jay Mark, 
Inc., here. Mr. Tiren has gone to Jay 
Mark from Joslin’s, where he had been 
a merchandiser in Joslin’s branch stores 
in Englewood and Merchants’ Park. 

A native of Stanton, Ia., Mr. Tiren 
first learned the shoe business in the 
store owned and operated by his father, 
A. W. Tiren. His grandfather and great 
grandfather had been shoemakers and 
shoe retailers in Sweden for more than 


100 years. In his 20s he joined Mont- 
gomery Ward &-Company, for whom 
he worked 12 years. He managed stores 
for this company in Chippewa Falls, 
Wis. and Eldorado, Kan. For a time 
he served “on the road” for Ward’s as 
mail order supervisor and subsequently 
came to the Denver store of Montgom- 
ery Ward & Company as a buyer. 

In 1954, Mr. Tiren joined the Joslin 
organization and helped open the new 
branch store in Englewood. Later he 
was made merchandiser in the Mer- 
chants’ Park branch. 


Group Buys Dinny & Robbins 
Shoe Stores, New York City 


NEw YorK—Dinny & Robbins’ stores 
here, one of the oldest independent 
men’s shoe retail chains, has been pur- 
chased by Myron and Jules Arronson 
and Morris Bayroff. 


The Dinny & Robbins’ stores which 
changed hands, are located at 484 
Seventh Avenue and 158 Delancy 
Street, Manhattan; and 1509 Pitkin 
Avenue, Brooklyn. Large-scale expan- 
sion plans are being contemplated by 
the new owners, 

The buyers of the Dinny & Robbins 
chain already own and operate Paar- 
fus Shoe Store, Yonkers; Prouse Shoes, 
Brooklyn; Vanity Boot Shop, Bronx; 
and Braverman Shoes and Stitzky’s, 
both in Manhattan. 


Shee ines ‘Highway Shoe 
Centers’ Near Los Angeles 


Los ANGELES — Seven new stores, 
known as “highway shoe centers,” have 
been opened by the G. R. Kinney Cor- 
poration in southern California in late 
October. The Kinney organization has 
413 other stores. 

Energetically invading the Los An- 
geles area, these new stores are located 
at 9900 Sepulveda Boulevard in adjoin- 
ing San Fernando; at 18820 Sherman 
Way in suburban Reseda, 13141 Harbor 
Boulevard in Garden Grove, a booming 
community; 16100 Crenshaw Boule- 
vard, near the aircraft manufacturing 
center of Gardena; 4290 Pacific Coast 
Highway in Long Beach, a major har- 
bor city, some 30 miles south of Los 
Angeles; 1829 East Garvey Boulevard 
in booming West Covina, and 16221 
Whittier Boulevard in Whittier, which 
a stranger would never know was not a 
part of far-flung Los Angeles, because 
there are practically no vacant lots 
between. 

Each Kinney store, executives de- 
clared, displays 992 shoe styles for all 
members of the family. At all the new 
stores, off-street parking space has 
been provided for patrons. 

As around the great cities of the 
Atlantic Coast, Los Angeles seems 
never to end. New community names 
appear in lights over the crowded 
streets, but for all practical purposes, 
it is still Los Sangre. 
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Former Retail Trainees 
Named to Managers’ Posts 


NEW YorkK—Gerald Wolpin has been 
appointed to the newly created position 
of divisional merchandising manager in 
charge of all shoes and ladies’ intimate 
apparel at Alexander’s Bronx and 
White Plains, N. Y., store. 


GERALD WOLPIN PHILIP HOLLANDER 


Mr. Wolpin joined Alexander’s in 
1938 as its first executive trainee. He 
subsequently became the buyer of ladies’ 
better shoes. 

Philip Hollander has been appointed 
merchandise manager of all ladies’, 
children’s and men’s shoe departments. 
Mr. Hollander’s first job with Alexan- 
der’s where he started 10 years ago 
was as an executive trainee. 

His last position of buyer of ladies’ 
better shoes has been filled by Jerome 
Frankel, formerly a shoe buyer at the 
store. 


Cramer’s, Denver, Utilizes 
RECORDER for Training 


DENVER—Dr. Lloyd G. Cramer, head 
of Cramer’s Foot Comfort Shop, 54- 
year-old institution at 401-403 Six- 
teenth Street in the heart of the down- 
town shopping section, says that the 
BOOT & SHOE RECORDER is a “must” in 
his sales training program. Dr. Cramer, 
who joined the staff of the store his 
father, Albert L. Cramer, founded, has 
been in shoe-fitting and shoe-retailing 
business since his graduation from the 
University of Colorado. 

“A shoe retailer can’t go wrong if 
he follows the trends, the hints, the 
advice offered in the RECORDER,” he con- 
tinued. “Our salesmen are trained to 
study, ‘not just read’ the magazine.” 

Dr. Cramer and his store manager, 
L. J. Lehmann, conduct a continuous 
scientific shoe fitting and sales training 
program for all the sales staff. All 
employes meet at the store at 8 A.M. 
Saturdays for a training and discussion 
meeting. Each salesman discusses his 
particular problems of the week. Dr. 
Cramer or Mr. Lehmann explain new 
construction, styles and fitting tech- 
niques. In that way, Dr. Cramer said, 
salesmen know how to handle strange 
problems when confronted with them, 
customer confidence in both the sales- 
man and the shoe is increased, and a 
repeat clientele is enlarged. 


Remodeled Women’s Section 
Enjoys Wide Sales Growth 


RocHESTER, N. Y.— Remodeling of 
the Cotillion Corner, women’s shoe de- 
partment, at Sibley, Lindsay & Curr 
Company, here has enlarged selling 
space and made possible the addition of 
10 chairs for customers. Walls have 
been painted beige and a new carpet in- 
stalled. Modern display fixtures have 
been added along the aisle. 

Sibley’s cotillion corner is one of two 
main floor women’s shoe departments 
leased to the H. Scheft Company, Bos- 
ton. Paul Salatino is manager-buyer 
for the department, which is said to 
have had a remarkable sales growth 
during the past few years. 


Geuting Shoes Turns to Radio 


PHILADELPHIA — The Geuting Com- 
pany, shoe chain with eight stores in 
the city and suburbs, after 50 years of 
newspaper advertising is turning to 
radio. 

Emanuel J. Wachstein, executive 
vice-president of Geuting’s, authorized 
a contract October 24 with Station 
WIBG of the Storer Broadcasting Com- 
pany for the biggest news package in 
Philadelphia radio history. It calls for 
45 five-minute programs a week for 13 
weeks. There will be seven daily and 
three on Sundays. 





The Hollywood Scuff 
That's Sweeping the 
For the new, the different, the 
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first. 
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Sensation EPHRATA is the Line with a Future for You! 


Country ! 


Tan, Black, Wine 


EPHRATA 
Full Sizes 6-12 Saieiidesesiie 


YOUR OWN PRIVATE BRAND 


In 
Fine Quality 


JUVENILE SHOES 
to Retail Profitably 


$500 ¢o $750 
Send for Catalog 


EPHRATA SHOE COMPANY 


PENNSYLVANIA 





Tan, Black, Red 
Full Sizes 4-9 


400 E. 111th St. 





MIDWEST SHOE MARKET 


NOVEMBER 24-27 @ MORRISON HOTEL @ CHICAGO 
— FREE COFFEE AND ROLLS SUNDAY MORNING — 
— DOOR PRIZES TO RETAILERS — 

Cocktail Party & Buffet Dinner Sunday, November 24 
MIDWEST SHOE TRAVELERS’ ASSOCIATION 
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Room 530, Hotel NEW YORKER 





See Us: PPSSA. New York Trade Bidg., 


CANCELLATION SE 





Rooms 502-522-524 


»” 


“STORE OWNERS: 
















#99861 
Cushion 
Features 
In Stock 
Men's, Only 
$6.65 net 


the start. Steel 





PALMYRA, PA. 

















National Shoes, Inc., Appoints chandising and retail store expansion. 


Harold Sheppard Controller 


NEw York—Harold J. Sheppard has 
been named controller of National 
Shoes, Inc., succeeding the late Herbert 
Sugarman, according to an announce- 
ment by Louis Fried, president. Mr. 





HAROLD J. SHEPPARD 


Sheppard was formerly treasurer and 
member of the board of directors at A. 
Sulka & Company, New York. 

He will supervise expense and in- 
ventory control; preparation of finan- 
cial statements, federal, state and local 
tax returns and other financial data; 
preparation of stockholder reports, and 
the use of business tabulating systems. 
He will also assist and participate in 
the planning of sales promotion, mer- 
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Mr. Sheppard is 39. 


Chicago Shoe Market Set 


CuIcAaGo—Special prizes for retail- 
ers, free coffee and rolls and a banquet 
will mark the Spring Shoe Market of 
the Midwest Shoe Travelers. It will 
be held November 24-27 at the Morri- 
son Hotel. 

More than 100 lines will be shown, 
it was announced. A number of prizes 
will be awarded to retailers on Tues- 
day. The banquet on Sunday night will 
be preceded by a cocktail party. 








Shoemobile Operation Hits 
Volume Sales in Toledo Area 


TOLEDO, O.—A “shoe unit on wheels” 
in Toledo is chalking up volume sales of 
nurses and professional shoes, accord- 
ing to David Gotthelf, owner of Shoe- 
mobile, Inc. 

The mobile unit consists of a white 
station wagon with the Shoemobile, Inc., 
trademark displayed on the sides. The 
car follows a regular schedule in calling 
on hospitals, medical buildings, beauty 
shops and the like. In addition to this 
regular beat, the Shoemobile is on call 
at any time, and will respond to special 
requests. The car operates in Toledo 
and within a 75-mile radius surround- 
ing the city. 

A complete file of sizes and patterns 
bought is kept up to date, so that a 
nurse, for example, can telephone in 
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CAN FOOL YOU 
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The total sales...NOT the kind 

of sales determines the overhead 
expense or COST 

OF DOING BUSINESS. 






sells large quantities of 

quality branded shoes and meets 
competition nationally. Weil 
offers better values and 

wider selections, which has 
resulted in consistent leadership 
... Satisfied customers... 

for over 25 years. We invite 
inquiries by mail, wire, phone. 


shoe company 


ra ton Ave., St. Louis 3, Mo. 
CE. 1-3762 


SAMPLE ROOMS: 138 Duane St., N.Y.—Alexandria Hotel, Los Angeles 
‘“‘WHILE IN TOWN SEE WEIL” 


Quality Shoes Since ‘32 





her order and the Shoemobile will de- 
liver the shoes. 

Shoemobile, Inc., uses both direct mail 
and newspaper advertising and features 
the wire size range, 4 to 11, AAA to 
EEEEE in its ads. 





Potter Halloween Promotion 
Results in Volume Increase 


CINCINNATI—About 2,000 apples and 
an unestimated quantity of cider and 
doughnuts was distributed as a Hallo- 
ween sales promotion device by the 
Potter Shoe Company here. 

The promotion was planned a month 
ahead. Edward C. Orr, Potter presi- 
dent; James Orr, vice-president, and 
Irv Riga, store display director, made 
a field trip to a nearby farm to secure 
the fruit, cider, and cornshocks and 
other props for display purposes. 

Newspaper ads echoed and re-echoed 
the theme. An increase of up to 10 per 
cent in volume is attributed to the pro- 
motion. Potter’s is observing its 91st 
anniversary. 


Buffalo Shoe Retailers Meet 


BuFFALO, N. Y.—The Greater Buf- 
falo Shoe Retailers Association and 
Affiliated Shoe Trades held its October 
meeting at the Buffalo terminal of 
Acme Fast Freight where they in- 
spected facilities and heard a discussion 
on rising shipping costs. Host for the 
meeting was Wilfred Wrennick, general 
freight agent for Acme Fast Freight. 
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National Shoes Opens Its 
140th Unit in Baltimore Area 


New York—Stepping up its store 
expansion pace, in line with the most 
extensive growth program in its 35- 
year history, National Shoes, Inc., on 
October 30 opened its 140th unit. 

The newest unit is located in the 
Waverly Tower Shopping Center, Bal- 
timore. It is National’s third Balti- 
more area store, with operations also 
at the Ritchie Highway Shopping Cen- 
ter and the Mondawmin Shopping 
Center. 

The store is of modern contemporary 
design, with an interior of soft pastel 
pink, charcoal, yellow, white and aqua- 
marine. Seating arrangements are de- 
partmentalized and distinguished by 
separate, contrasting colors. Chair col- 
ors are pink for women, yellow for 
children and gray for men. 

Three outside windows will accom- 
modate sectionalized displays of more 
than 500 different styles in the Na- 
tional line. Other physical highlights 
of the new operation include interior 
displays, show cases, accessory bars 
and pickup tables, all designed to fa- 
cilitate self-selection. 

Managing the Waverly Tower store 
will be Joel Coplan, who comes to Balti- 
more from Flourtown, Pa., where he 
was formerly manager of the National 
unit in that city. Mr. Coplan started 
with the firm in 1939 as a stock boy in 
its Elizabeth, N. J., location. He will 
be assisted by Wallace Pohl. 


Shoe Man Situates Store 
In Growing Highway Town 


BURLINGTON, Mass. — This town, 
sprawling over a dozen or more square 
miles, and located half way between 
Boston and Lowell, did not feel the 
effect of the country’s postwar building 
boom until 1955. Then its population 
was about 3,200. Today it is 10,000 and 
still growing. Contributing to its 
growth is an industrial development on 
Route 128. 

Watching this growth was David 
Weiner, manager of a shoe store in 
nearby Woburn, after an apprentice- 
ship begun in 1947 with Filene’s of 
Boston. 

When a firm of realtors opened what 
is called the Burlington Economy Shop- 
ping Center on Route 3-A, near its 
juncture with Route 128, Mr. Weiner 
decided there to open his own store. 

The store has a 20-foot frontage and 
is about 50 feet deep, giving a sales 
floor of 30 feet and a 20-foot storage 
space in the rear. Color scheme is tur- 
quoise and peach contrasting with a 
multicolor rubber tile floor. There are 
twelve chairs framed in chrome and up- 
holstered in alternating turquoise and 
gray plastic. The removal of one of 
the open shelves has created a display 
space for shoes, each shoe on its own 
fixture. An all-glass front facing a 
400-car parking space in front of the 


shopping center provides an abundance 
of daylight. 

Lines carried include Fiancees, Enna 
Jetticks and Buskens for women, Little 
Yankees for children and Plymouth 
shoes for men. Keds are also stocked. 





Parisian Shoes Inspired 
By That ‘Certain Something’ 


Shoes with that certain “something,” 

these snappy models are the latest crea- 

tions of Laure of Paris. The shoe at left 

is made of blue velvet and has a kid 

strap and pale blue heel. The one at 

right is done in mouse-gray velvet with 
a gold kid strap. 





Brown, maple, red, black. 
Sizes 4 to 10, 

AAAA to C. 

Retail about 

9.95 


MACE tH THE VBA 
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Red, brown, bive, black, 
white. Sizes 4 to 10, 
AAAA to D. 

Retail about 

10.95 
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ALL THE YEAR 


. Softens 
Water-proofs, Sof . THE YE 


and Preserves Leather 


SNOW-PROOF was originally developed fifty 
years ago for snow-proofing hunters’ and trap- 
pers’ boots—now used everywhere for water- 
proofing, softening and preserving shoes and 
leather goods. Stops dry rot. Prevents mildew. 
Oaerless, colorless, not sticky; takes a shine. 
Moke extra profits water-proofing shoes and 
also selling Snow-Proof to customers. 5 Ib., 
1 Ib., and 3% oz. cans. Write for descriptive 
folder and free sample can on your business 
letterhead. 


Dept. 22, THE SNOW-PROOF CO.., Livonia, N. Y. 


British Classics, Inc. 


146 DUANE STREET, NEW YORK 13, N. Y. 
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Prize Awards Announced 
By National Shoe Fair Group 


CHICAGO—Emilia Corneliussen, pres- 
ident of the Hall-Allen Shoe Company, 
Fargo, N. D., who three days earlier 
received a_ Retailers Achievement 
Award trophy at the fair’s opening 
breakfast, was the winner of the “Trip 
to Mexico” contest, drawn on the final 
day of the fair. 

The prize, sponsored by the National 
Shoe Fair Committee, is a round-trip 
plane journey and an all-expenses-paid 
vacation at Mexico City’s Continental 
Hilton Hotel. 

Herb Rutledge of Packard-Rellin, 
Inc., Milwaukee, was top winner in the 
National Shoe Fair attendance drawing 
sponsored by 12 St. Louis shoe manu- 
facturers. 

First prize was a Bell and Howell 
movie camera, projector, and screen. 
Second and third prizes were Columbia 
hi-fi portables. Winners were William 
Salk, of M. O’Neil in Akron and Jerry 
Deshazo of Charles A. Stevens and 
Company, Lagrange Park, III. 

Sponsors were Accent, Deb, Cameo, 
Kalmon, Wolff, Heydays, Winthrop, 
Brauer Bros., Weber, Hamilton and 
Samuels Shoe Companies. 


Financial News 


Sales, Earnings of National 
Shoes Highest in Its History 


New YorkK—Sales and earnings of 
National Shoes, Inc., for the fiscal year 
ended August 3 were the highest in 
company history, according to a report 
issued to stockholders by Louis Fried, 
president. 

Sales amounted to $23,706,184, rep- 
resenting an increase of 11% per cent 
over sales of $21,265,409 in 1956, while 
net earnings rose to $703,312, a gain 
of 13.3 per cent over the preceding 
year’s $620,520, Mr. Fried disclosed. 
The income is equal to $1.16 per share 
of common stock, as compared with 
$1.03, showing an increase here of 
12.6 per cent. 

Returning a considerable portion of 
its earnings into a long-range store 
expansion program, the firm declared 
a stock dividend for this year of six 
per cent, paid on August 2. 

Mr. Fried attributed the upturn in 
sales and earnings to the addition of 
15 new stores during the year, as well 
as to improved performance by the 
chain’s older units. 

At the close of the current fiscal year, 
he noted, National owned and operated 
136 family shoe stores, located in the 
principal marketing areas of New York, 
New Jersey, Connecticut, Maryland, 
Massachusetts and Pennsylvania. By 
January 1 the number of stores in the 
chain will have increased to 144, he 
added. 

He also told stockholders that during 
the past year National launched the 
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| most extensive advertising campaign in 


| its history, 
| magazines, radio and television in all 


| 
| 
| 
| 


employing newspapers, 


its markets. 
Entering its 35th year in business, 


621,653, equal to $4.98 per share on 
outstanding common stock. This com- 
pares with $45,349,415, or $4.37 per 
share for the first nine months of 
1956, based on the same number of 


shares. Provision for United States and 
foreign income taxes amounted to $55,- 
272,000 against $49,404,000 a year ago. 


| National is today the largest indepen- 
| dent retail shoe chain in the country. 
| Executive offices and warehouse are 


WOLVERINE 


man-ctyled WORK SHOES 


Rockford, Michiqan 


| located at 595 Gerard Avenue, Bronx, 
| New York City. 


_U. S. Rubber Fiscal Figures 


New York—Net profit of United 
States Rubber Company was $22,982,- 


| 452, equivalent to $3.40 a share of com- 


mon stock for the first nine months of 
1957, H. E. Humphreys, Jr., chairman, 
and J. W. McGovern, president, re- 
ported to stockholders. This net profit 
compares with $23,453,685, equivalent 
to $3.54 a share, in the same period 
last year. 

Net sales for the nine-month period 
were $665,360,840, compared with 
$675,147,998 for the same period last 
year. Net profit was equivalent to 3.5 
per cent of sales in both years. 

Net sales for the third quarter of 
1957 were $214,062,144, compared with 
$211,052,544 for the same period in 
1956. Net profit for the quarter was 
$4,842,218, equivalent to 63 cents a 
share of common stock. Net profit for 
the same period in 1956 was $4,794,- 
579, or 63 cents a share, on 101,777 
less common shares then outstanding. 


Goodyear Nine-Month Sales 
And Earnings at Peak Level 


AKRON—New high records for sales 
and earnings were set by The Goodyear 
Tire & Rubber Company in the first 
nine months of this year, chairman P. 
W. Litchfield and president E. J. 
Thomas announced. 

Establishing a new high mark for 
the rubber industry, Goodyear sales in- 
creased 7.1 per cent to a total $1,- 
082,499,729 for the nine months ended 
September 30, compared with $1,010,- 
571,802 for the corresponding period 
last year. 

Estimated net income for the nine 
months increased 13.8 per cent to $51,- 


The sales increase for the third quar- 
ter over the corresponding period last 
year amounted to 10.4 per cent, with 
the consolidated total rising to $361,- 
464,000 compared with $327,506,000 a 
year ago. Estimated net income for 
the third quarter was $15,679,000 com- 
pared with $14,694,000 last year, an in- 
crease of 6.7 per cent. 

Directors of The Goodyear Tire & 
Rubber Company today declared an 
extra dividend of 2 per cent in stock, 
payable in common shares December 
20 to common stockholders of record 
Nov. 15, in addition to the regular 
quarterly dividend of 60 cents a share 
in cash on the common stock, payable 
December 16 to stockholders of record 
November 15. 


Trade Literature 


U. S. Pamphlet Contains 
Anti Business Failure Dope 


“Small business failures would 
sharply decrease if owners and man- 
agers were more efficient in lowering 
their ratios of costs of operation to 
income” is the advice of the U. S. Small 
Business Administration in announcing 
a new 56 page booklet dealing with this 
subject. 

This very valuable booklet assists in 
analysing financial and operating state- 
ments. It is particularly timely because 
it helps men’s and boy’s wear merchants 
study and analyse the recent 1956 Cost 
of Business Study sent to members by 
NARCF, which is recognized in the text. 

For a copy: the cost 25 cents. Order 
from the Superintendent of Documents, 
U. S. Government Printing Office, 
Washington 25, D. C. Ask for Small 
Business Management Series No. 20 en- 
titled “Ratio Analysis for Small Busi- 
ness.” 
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Among group of top New England industrial executives honored at recent meeting 
























of the Advertising Club of Boston was Raymond H. Blanchard, center, president 
of B. F. Goodrich Footwear and Flooring Company and Hood Rubber Company, 
Watertown, Mass., divisions of The B. F. Goodrich Company. Participants in 
“American Publishers’ Salute to New England Industry" included, left to right, 
Daniel D. Mich, vice-president and editorial director, Look Magazine; Wade H. 
Nichols, vice-president and publisher Redbook Magazine; James C. Proud, presi- 
dent, Advertising Federation of America; Philip E. Nutting, New England manager 
of Holiday and president of the Advertising Club; Mr. Blanchard; Robert E. Kenyon, 
Jr., president of Magazine Publishers’ Association; Donald M. Hobart, senior vice- 
president and director of research, Curtis Publishing Company; Robert T. Elson, 
vice-president and general manager, Life Magazine; Harry Dunlap, vice-president 
and publisher, Good Housekeeping Magazine; and Edward J. Breck, president of 
John H. Breck, Inc. 





Shoe Industry Shares Fund Aid to Brandeis U. 


CuHIcaGco—Representatives of the shoe 
industry from throughout the country 
joined the Bernstein - Marcus families 
representing the American Biltrite 
Rubber Company, Boston, in presenta- 
tion of a gift of $750,000 to Brandeis 
University, Waltham, Mass. A gift of 
$500,000 to Brandeis from the Bern- 
stein-Marcus families was announced 
by Dr. Abram L. Sacher, president of 
Brandeis, at a dinner-meeting October 
27 at the Standard Club here. The din- 
ner was given by the National Shoe 
and Leather Committee on behalf of 
Brandeis. 

In addition to the half-million dollar 
gift, an additional $250,000 was pledged 
by the guests representing the industry 
from throughout the country. Presi- 
dent Sacher said that the $500,000 gift 
was presented for the purpose of erect- 
ing on campus an administration center 
to be known as the Marcus-Bernstein 
Administration Center, one of several 
new buildings in the university’s master 
plan. 

Architects are beginning plans at 
once and the building will be ready for 
occupancy by the beginning of the 
September, 1959, academic year. Prin- 
cipals of this donor family are Maurice 
J. Bernstein and Miah Marcus. 

Samuel L. Slosberg of the Green 
Shoe Company and Louis H. Salvage 
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of the Louis H. Salvage Shoe Company 
were co-chairmen of the meeting at 
which Chet Huntley, NBC commentator, 
and Dr. Sacher spoke. Dr. Sacher em- 
phasized the tremendous need for sup- 
port of universities generally by indus- 
try in this day of great demand for 
college education. 


Shoe Industry Failures 
Second Highest in 1956 


NEW YoRK — Business failures by 
leather and shoe manufacturers in 1956 
were second highest with a failure rate 
of 175 per 10,600 operating concerns, 
according to a recent study of the 
Business Economics division of Dun & 
Bradstreet, Inc. 

The above failure rate was also the 
same for apparel manufacturers. 

Figures reported for the analysis in- 
clude only those concerns which go out 
of business with a loss to creditors, 
including those which file petitions in 
bankruptcy, those which assign for the 
benefit of creditors, and those who do 
not resort to any recorded form of 
settlement. 

The study showed that more than 
half the failures occurred in businesses 
in existence for five years or less. 





Cedar Shoe Announces 
Expanded In-Stock Service 


BoscoBEL, Wis.— An expanded in- 
stock service is now offered by Cedar 
Shoe Company. Shoes from the cur- 
rent line deemed top selling numbers 
in all types of shoes will now be avail- 
able for immediate delivery. 

“This is a changing shoe world,” 
said Ivan Lusk, vice-president and 
treasurer. “The number one aim of 
both retailer and manufacturer is to 
sell shoes. The retailer must seek new 
merchandising methods. The manufac- 
turer must make his distribution more 
efficient.” 

Seventeen numbers, each of youth’s, 
children’s and misses’ duty shoes, and 
girls’ dress shoes, and 10 patterns of 
baby shoes will be on the special in- 
stock list at all times. Other shoes will 
be available on a 10-day delivery basis. 

Shoes on the new in-stock list will 
be picked by the firms’ salesman on the 
basis of sales between now and Janu- 
ary 1. The stock will be changed in 
keeping with changing buying trends. 


Milwaukee Shoe Preparing 
For Expansion at New Site 


STURGEON Bay, Wis.—The new fac- 
tory of the Milwaukee Shoe Company 
here is now geared to produce 1,200 
pairs of men’s and boys’ shoes per day. 
The present staff is 175 employes. 

Sid Sperke, company spokesman, said 
the firm will increase its personnel to 
200 and its daily production to 2,400 
pairs as soon as a training program, 
now under way, permits. 

The company, which has maintained 
a plant in Milwaukee for the last 44 
years, recently completed its move to 
this area. It serves several volume ac- 
counts and about 500 retail units 
throughout the country. 








Mike Bloom Takes Over 
For Ellenstein at Kickerinos 






Mike Bloom, who has been named to 
cover Minnesota, lowa, North and South 
Dakota, and Nebraska for the Kickerinos 
division of the Hampton Corporation of 
Milwaukee. He replaces Max Ellenstein, 
who is retiring. 
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Solar Now Vice-President 
In Charge of Citations’ Sales 


SOMERSWoRTH, N. H.—William Solar 
has been made vice-president in charge 
of sales of Citations, it has been an- 
nounced by Fred Tanzer, Citations 
president. In his new position, Mr. 
Solar will also help to formulate Cita- 
tions’ styling and advertising plans. 


WILLIAM SOLAR 


Mr. Solar has had 35 years of ex- 
perience in the shoe industry. This in- 
cludes 25 years as vice-president in 
charge of sales for the Compo Shoe 
Machinery Corporation. More recently 
he has been vice-president in charge 
of sales for the Belgrade Shoe Com- 
pany of Auburn, Me. 

Mr. Solar will make his headquarters 
here in the offices of Citations’ parent 
plant, the Somersworth Manufacturing 
Company. 


Johnston & Murphy Appoints 
Reheis to Eastern Territory 


NASHVILLE — John W. Reheis has 
been appointed eastern sales represen- 
tative for Johnston & Murphy Shoe 
Company, according to an announce- 
ment by Duke Rose, J & M vice-presi- 
dent and general manager. 

Mr. Reheis was most recently east- 


JOHN W. REHEIS 


ern sales representative for the J. P. 
Smith Shoe Company, and prior to that 
held the same position with Haywood 
Boot and Shoe Company. 

He will handle accounts in Pennsyl- 
vania, New York, New Jersey and the 
New England states. He _ replaces 
Erwin Smith, now in the Midwest. 

Mr. Smith will be in charge of ac- 
counts in Illinois, Indiana, Ohio, Michi- 
gan, Wisconsin, Minnesota, Iowa, Ne- 
braska and North and South Dakota. 





Joins Tanning Consultants 


CoUDERSPORT, PaA.—James E. Diefen- 
dorf has been named a sales representa- 
tive for the expanded program for 
tanning material sales and tanning 
consultant services initiated by L. H. 
Lincoln & Son, Inc., here. 

The firm works in the field of light 
leather, suedes and glazed leathers. 


Bata Names Former Account 
Clerks to Sales Territories 


BELCAMP, Mp.—Latest additions to 
the sales staff of the Bata Shoe Com- 


be as mc 


SIDNEY VACHEK 


ZERNIE WICKLINE 


pany headquartered here are Zernie 
Wickline and Sidney Vachek. An an- 
nouncement said they were added to 
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help service volume accounts more ef- 
ficiently. 

Mr. Wickline was assigned to the 
midwest territory, with headquarters 
in Chicago. Before this appointment, 
Mr. Wickline serviced midwest accounts 
as an account clerk in the sales depart- 
ment. 

Mr. Vachek joined Bata in 1948 and 
has been an account clerk for the past 
six years with the exception of two 
which he spent in the Army. He will 
make his headquarters in Cleveland. 


Craddock-Terry Divisions 
Meet Prior to National Fair 


LYNCHBURG, VA.—Representatives of 
the Craddock-Terry Shoe Corporation’s 
Natural Bridge, Miracle-Tread, Ameri- 
can Gentleman, Fashion Craft, Billiken 
and National Shoe Company divisions 
met at the Virginian Hotel prior to the 
National Shoe Fair. 

Percy N. Burton, company president, 
discussed the consumer’s increasing 
wardrobe consciousness and the foot- 
wear potential that exists. 

George Daven, of Natural Bridge, 
who achieved $1 million in sales, was 
presented with a gold watch. 

Another speaker at the session was 
Robert W. Whitney, former president 
of National Sales Executives, who 
urged more creative selling. 


Walker T. Dickerson 
Holding Spring Price Line 

CoLtumBus, O.—The Walker T. Dick- 
erson Co. introduced its line of spring 
shoes recently and said salesmen would 
show new numbers in punched pig, 
perforated kids and new meshes to re- 
tailers throughout the country in the 
coming months. 

O. H. Dickerson, president, presided 
at daily sales meetings in the Southern 
Hotel here. 

He announced his company will not 
raise prices on the spring line. 

Mr. Dickerson said his travelers will 
show a lot of patent leathers, blues and 
beiges. All will take along some whites 
on the first swing, a departure from 
previous seasons. 

“We cover the entire United States 
with only seven salesmen,” Mr. Dicker- 
son explained. “It is the only way we 
can hope to get completely around with 
all our basic numbers.” 

He reported that orders for women’s 
comfort shoes are holding up well, with 
some 300 employes producing 1,000 to 
1,200 pairs a day. 

The company currently is attempting 
to sell its multiple-story brick plant at 
326 South Front Street with a view to 
later building a modern one-story fac- 
tory on company-owned land southeast 
of Columbus, Mr. Dickerson said. 


MacLeod, of Durkee-Atwood, 
Joins Avon Sole Company 


Avon, Mass.—Bertram H. MacLeod, 
former general manager of the Shoe 
Products Division, Durkee - Atwood 
Company of Red Wing, Minnesota, has 
joined the Avon Sole Company. Mr. 
MacLeod was vice-president and gen- 
eral sales manager of the Gro-Cord 
Rubber Company of Lima, O., prior to 
his association with Durkee-Atwood. 

Coincidental with this announcement, 
Raymond Drake, president of Avon 
Sole Company, confirmed the report 
that Avon has purchased the patents 
and pre-formed soling equipment from 
Durkee-Atwood Company. The latter 
firm will continue to sell pre-formed 
sole products until their present in- 
ventories are depleted. Avon expects 
to start production on this new pre- 
formed sole item immediately. 

Mr. MacLeod was connected with 
the Avon Sole Company several years 
ago. In his new assignment he will 
work with work shoe manufacturers 
in the development, sales and styling 
of new products for the work shoe in- 
dustry. 

One of the new products is the pre- 
formed sole in two combinations of 
cork compounds. Basically, the pre- 
formed sole is shaped to fit the contour 
of the shoe bottom and is shaped to 
make the shoe bottom conform to the 
sole of the foot. This, it is claimed, re- 
lieves tension on the stitches, makes 
for longer wear, and adds tremendously 
to the comfort of the wearer. 
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Sam Stone to Represent 
Queen Quality Out of Denver 


St. Louis—Sam J. Stone has been 
appointed sales representative for 
Queen Quality division of International 
Shoe Company, replacing Jack Staples, 
who resigned. The appointment, an- 
nounced by Robert A. Black, general 
manager, is effective immediately. 





SAM J. STONE 





Mr. Stone expects to make his head- 
quarters in Denver. His territory will 
include Colorado, Kansas, Utah, Wy- 
oming, Nebraska and portions of New 
Mexico and Missouri. 

Prior to joining Queen Quality, Mr. 
Stone represented the Dun and Mc- 
Carthy Shoe Company in the Rocky 
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Mountain states. Previously he had 
been associated with Brown Shoe Com- 
pany and the Trimfoot Company. At 
the present time, he serves as vice 
president of the Rocky Mountain Shoe 
Travelers Association. 





Armstrong Cork V-P Retires 


LANCASTER, PA.—The retirement of 
Keith Powlison as vice-president and 
secretary of the Armstrong Cork 
Company has been announced by C. J. 
Backstrand, president. 

The election of a successor as secre- 
tary is being deferred. Albert H. 
Sheaffer, assistant secretary, has been 
appointed acting secretary, Mr. Back- 
strand said. 

Mr. Powlison became assistant trea- 
surer of the company in 1932 and six 
years later was elected treasurer and 
a member of the board of directors. In 
1943, he was elected vice-president and 
controller and in 1953 he became vice- 
president and secretary. 


Watrous & Son In Buffalo 


MILWAUKEE—Rod Watrous, son of 
S. D. Watrous, veteran sales repre- 
sentative for the Herbst Shoe Manu- 
facturing Company, is now working 
with his father, covering the western 
New York state territory, headquarter- 
ing in Buffalo. He formerly was em- 
ployed by a Buffalo, N. Y. aircraft firm. 


Trone to Sell Potvin Lines 
In Midwestern Territory 


BrockTON, Mass.—James Trone, who 
spent 18 years with the Selby Shoe 
Company, has joined the sales staff of 
the R. J. Potvin Shoe Company, here. 
He will cover Ohio, Michigan, Indiana 
and Kentucky with this company’s line 
of Buntees and I. Sabel shoes. 























JAMES TRONE 


During many of the years during 
which he was associated with Selby, 
Mr. Trone served as advertising and 
promotion manager and also in direct- 
ing a promotional campaign on Junior 
Arch Preservers to the medical profes- 
sion. 

He lives in Portsmouth. 

















SAME DAY SERVICE 


ON 


<@e, 


»« 
A A) 
ek =~ 7. 
maj 
—s 


Made to specifications of 
official drill teams and 
bands. Top quality — 
made on boot lasts. 


biii—Sizes 7-8 
5121—Sizes 8'/2-12. .$4.10 
5222—Sizes 12'/2-3. .$4.35 
5323 (stitch down) Sizes 
4-9...... $4.80 
5323 (Littleway) Sizes 
a SP | 


BERNED SHOE COMPANY 


207 Essex Street, Boston 11, Massachusetts 


Glenn W. Burk Joins Staff 
Of John G. Traver Company 


PHILADELPHIA Glenn W. Burk 
joined the John G. Traver Company, 
Inc., manufacturers’ representatives to 
the shoe industry here, November 4. 

According to Richard E. Traver, 


GLENN W. BURK 


pres'dent of the firm, Mr. Burk, who 
will lwve the title of vice-president and 
will serve the company in a sales and 
administrative capacity. 

Mr. Traver said both he and Mr. 
Burk will service the Pennsylvania, 
Maryland and Virginia territories. 

John G. Traver Company, Inc., has 
serviced the shoe trade in this area 
since 1911. It is sales agent for promi- 
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nent suppliers such as Atlas Tack Cor- 
poration, Behr-Manning Company, 
Rangeley Heel, Inc., Spaulding Fibre 
Company, and other firms. 


NESLA Runs Shoe Industry 
‘Technique’ Seminars at MIT 


BosToN—Two executive management 
seminars, sponsored by the New En- 
gland Shoe and Leather Association, 
are under way at Massachusetts Insti- 
tute of Technology. Both seminars are 
under the direction of Professors Her- 
bert F. Goodwin and Leo B. Moore of 
MIT’s School of Industrial Manage- 
ment. 

The first seminar, known as the Ex- 
ecutive Conference Group, is providing 
an opportunity for top executives in 
the shoe industry to meet and discuss 
how major management techniques can 
best be applied in the industry and to 
the improvement of their own com- 
pany’s operations. This group held its 
first meeting on November 13 and will 
meet monthly from now on during the 
winter. 

Second seminar, devoted to work sim- 
plification, includes such subjects as 
philosophy of improvement, people and 
motivation; tools and techniques, or- 
ganized pattern, process charts, cre- 
ativity and problem solving; experi- 
mentation, projects and practical ex- 
perience; and program of action, ap- 





preciation, education and application 
within own plant. 


King Footwear Appoints 
John Hudak Sales Manager 


NEw York-—John Hudak, Jr., was 
appointed sales manager of King Foot- 


JOHN HUDAK, JR. 


wear, Inc., while Mrs. Selma Michel- 
son was promoted to the post of mer- 
chandise co-ordinator, according to an 
announcement of the company’s presi- 
dent, Jack Wayne. 

Mr. Hudak had covered metropolitan 
New York and New England for the 
Westport division of the Brown Shoe 
Company and had been a shoe buyer 
for a Dallas department store. 
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Pennant Division Appoints 
Aide for Southern Territory 


St. Louis — Richard C. Steele has 
been appointed sales representative for 
Pennant division of International Shoe 
Company, replacing Ed Thorpe who re- 
signed. The appointment was an- 
nounced by A. A. Kuhnert, general 
manager of Pennant. 






RICHARD C. STEELE 


Mr. Steele’s territory will include 
Florida, Georgia, North Carolina, 
South Carolina, Virginia, Alabama and 
Tennessee. He expects to make his 
headquarters in Atlanta. 

Before joining the Pennant division, 
Mr. Steele represented Mutual Shoe 
Sales Company in Michigan, Indiana, 


Kentucky and West Virginia. He also 
represented the Rice O’Neill Company 
and had been employed by Burdines, 
Inc., of Miami. 





Ripple Sole Corp. Extends 
Trade Mark Identification 


Detroit—Further trademark protec- 
tion has been granted to the Ripple 
Sole Corporation with the addition of 
two new classifications on the Princi- 
pal Register. The announcement was 
made by Morton Hack, executive vice- 
president. 

In addition to the original trade- 
mark, Ripple Sole, the corporation now 
owns two new trademarks, Ripple cov- 
ering soles and heels and Ripple cov- 
ering shoes, boots and athletic foot- 
wear. 


Miss Hansen Joins Agency 
NEw YorRK — Trendmaker Originals, 
a design, fashion and publicity agency 
headed by Joan Bennett, announces the 
appointment of Cynthia Hansen as an 
account representative. Miss Hansen, 
until recently with Hermann Loewen- 
stein, Inc., will contact new accounts 
and handle publicity for their products. 
On the same date Patricia Kirkeby 
was added to the design staff. Miss 
Kirkeby was formerly designer for the 
Millerkin division of I. Miller. Before 
that she was Miss Bennett’s assistant 
at Capezio, Inc. 
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Barletta Shoe Appoints 
Shoe Designer President 


CHICAGO — Henry Lipton, shoe de- 
signer, has been appointed president of 
the Barletta Shoe Company here. 

He is well-known in the industry, 
having been associated with the J. P. 
Smith Shoe Company in Chicago for 
the past 18 years in charge of styling 


























HENRY LIPTON 






and manufacturing of Smith’s men’s 
and women’s shoes. Before that, Mr. 
Lipton headed the Eleco Shoe Company 
in Brooklyn, N. Y., which manufactured 
quality women’s footwear. 

Mr. Lipton’s appointment will spear- 
head forthcoming merchandising pro- 
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Max Eisenberg Retires 
As Desco Vice-President 


LonG IsLANpD City, N. Y.— Max 
Eisenberg, vice-president, has retired 
from the Desco Shoe Corporation, ac- 
cording to an announcement by Fred 
Diamant, the firm’s president. Mr. 
Eisenberg has sold his interest in the 
business to the three remaining stock- 
holders: Fred Diamant, Jacob Eisen- 
berg, and Emil Eisenberg. 

Mr. Eisenberg, who has been a mem- 
ber of the firm for 18 years and was 
one of the original founders of the 
Desco Shoe Corporation, was also presi- 
dent of the Rex Shoe Company, Inc., a 
subsidiary of Desco. Besides his ad- 
ministrative duties in both firms, Mr. 
Eisenberg was most active in sales. 

Mr. Eisenberg plans to devote his 
time to other business interests after 
an extended vacation. 





Millions See Two Movies 
On Shoes Created by LIA 


NEW YOoRK—Two news reels, created 
and developed by Leather Industries of 
America, gave men’s and women’s shoe 
fashions top billing for two successive 
weeks this month in more than 10,000 
theatres across the country. 


“Leather For The Weather,” re- 
leased by Universal Pictures, and 
“Leather Serves Milady’s Modes,” re- 


Twentieth Century Fox 
were seen by 35 million 


leased by 
Movietone, 
movie-goers. 

The Fox reel was devoted to women’s 
shoes and emphasized the “long, lean, 
lithe look” in leather shoes, as shown 
on three leading fashion models. A full 
range of shoes from leather flats to 
leather evening shoes was pictured. 

“The soft and easy look of conti- 
nental-styled leather shoes has spread 
to men’s clothing,” says the Universal 
reel, in which the camera focuses on 
half a dozen pairs of leather shoes in- 
cluding casual, business and dress 
styles. 

Ten newsreels, inspired by Leather 
Industries of America, have been re- 
leased within the past twelve months by 
the major newsreel companies. 





Foam and Fabric Prices Up 


AKRON, O.—An increase in the list 
price of FABRIcushon latex foam and 
fabric products ranging from five to 
nine per cent was announced by the 
Kendall Company, Andrews-Alderfer 
division. Affected by this price in- 
crease are a variety of consumer and 
industrial products including the ap- 
parel, automotive, shoe and footwear, 
and other industries. 





Bontex Gets Magazine Seal 


BUENA VISTA, VA.—Bontex shoe ma- 
terials have been awarded the Good 
Housekeeping Guaranty Seal for the 
third consecutive year, according to an 
announcement by Hugo N. Surmonte, 
president of Bonded Fibers, Inc. 





Gro-Cord Rubber Company 
Appoints Two Executives 


Lima, O.—Don J. Paul and E. L. Bab- 
cock have been appointed to executive 
posts at the Gro-Cord Rubber Com- 
pany here, according to Forest Moor, 
president. 

Mr. Paul, with four years of service, 





E. L. BABCOCK 


DON J. PAUL 


becomes sales manager, while Mr. Bab- 
cock, who spent several years in bottom 
stock sales, will now fill the post of 
sales promotion manager in addition to 
continuing his field sales activities. 

The company also announced the ap- 
pointment of Charles E. Clarke as its 
sales representative in the state of 
New York, with headquarters in Endi- 
cott. 





Hubbard Planning Stitching 
Plant for New Hampshire 


FARMINGTON, N. H.—The Hubbard 
Shoe Company of Rochester plans to 
establish a stitching plant here if suffi- 
cient experienced help can be hired for 
the venture, it has been revealed. 

William Clark, labor relations man- 
ager for the Rochester firm, has been 
conducting interviews in the Town Hall 
here. He said a nucleus of about 25 
experienced stitchers was needed, but 
that others might be trained for the 
work. 





Accent Names Fred Koch 
To Midwest Sales Staff 





Fred Koch has been appointed to the 
midwest sales staff of Accent division, 
International Shoe Company. He will 
work in conjunction with the regular 
territory representative. 
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SPONGE INSOLES 








with super strong drill cloth 
covering. 
Made especially for Heavy 
Duty! 









. Perforated readli 
© Porous 
© Washable 59¢ 


Men’s sizes 6 to {2 








DISPLAY FIXTURES 








ct ‘WROUGHT IRON AND 
Yo brass toe Fixtures 


WRITE FOR OUR NEW CATALOG 


N-DEE MISPLAY FIXTURES 


Designers — Manufacturers 
816 N. MILWAUKEE AVENUE, CHICAGO 22, ILL. 














MERCHANTS’ NEEDS 








ey eee 





—here's how to get 


More Business! 


HE Vincent Edwards Idea Clipping 
Service has over 2000 satisfied users. 

Each order filled according to what 
you want; wholesalers usually request best 
retail ads; manufacturers usually want ads 
of competitive brands. 

You will find that a study of newspaper 
ad clippings is the quickest and least ex- 
pensive way to keep in touch with what’s 
going on. 

Use coupon below to learn more about 
this valuable service and the special short 
term trial offer. No obligation, of course. 
See eS SS SS eS SS eS See Kes eee eee 


VINCENT EDWARDS & CO. 


World's Largest Advertising Service 
Organization 


342 Madison Ave., New York City 


Please tell me more about your news- 
paper ad clipping service and special short 
term trial offer. 
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Esser Chosen to Supervise 
Freeman’s New Shoe Line 


BELOIT, Wis.—Harrison J. Esser has 
joined the Freeman Shoe Corporation 
in charge of its new line of men’s foot- 
wear, it was announced by W. E. Free- 
man, president. 

The new line will be known as Town 
Squires and will have national dis- 
tribution. 

Mr. Esser was the men’s merchandis- 
ing manager for the Regal Shoe Com- 
pany prior to World War II. During 
this war Mr. Esser was a-lieutenant 
in charge of footwear procurement for 
the United States Merchant Marine 
which included the Cadet Academy at 
Kings Point. 

Prior to his joining Freeman’s, he 
was vice-president of the Danvers Shoe 
Company of Manchester, N. H. 





Armour Claims Longer Life 
For New Armatan Leather 


CuHIcaGo, ILL. — Armour Leather 
Company has introduced a new leather 
for which it claims an increased life of 
50 per cent. Called Armatan, it repre- 
sents one of the most revolutionary 
changes in oak sole leather in years, 
the company says. 

Armour claims Armatan leather has 
twice the water resistance of ordinary 
leather, and is virtually skid and slip- 
proof. New Armatan is also said to be 
an extremely flexible leather and is in- 
tended to meet today’s new fashion re- 
quirements. 

Because of Armour’s unique resin- 
impregnating process, Armatan does 
not require the usual tempering and 
mulling associated with regular oak 
sole leather, the company claims. It 
cements easily, takes a good edge—and 
comes in a distinct rich color. 





General Split Names Kmet 
To Head Milwaukee Tannery 





John Kmet, who was named assistant 
superintendent of the Milwaukee tannery 
of the General Split Corporation. Mr. 
Kmet has 25 years experience as a split 
tanner. He was with Monarch Leather 
Company in Chicago and, for the last 
8 years, until coming with General Split, 
he was tanner at William Greiner 
Leather Company, also of Chicago. 




















SEND FOR 
CATALOG 
SHOWING 
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cast of 
evening 


ALWAYS B IN-STOCK 


AT 
annahsons 


HAVERHILL, MASS 








NOVELTIES 











Europe Imports 


novelty SHOE HORNS 


Write for illustrated literature and price list 


WARNER IMPORTS 


4015 W. Magnolia Bivd., Burbank, Calif. 











JOBS 








Everyone Who Knows Comes to BARIS 
SURPLUS SHOE STOCKS 
from best sources always on hand 


at action prices 


THE NATION'S FINEST 
CANCELLATION SHOES 
N.Y. 7 + WO 2-5180 


BARIS 


79-81 READE ST., 


145 




















MEN'S SHOES 


E. P. BAYLESS Shoe Co. 












are distributors for SHAW NATION- 
ALLY ADVERTISED men’s shoes in 
Indiana, Western Ohio and Eastern 
Illinois. Styles to retail from $8.95 to 
$12.95. We have a complete floor stock, 
of Shaw shoes AA through EEE, 5 
to 15! Write TODAY for details. 


ARCH 






Moccasin- 

type Blucher 

oxford, Cherrytone 

leather, Pacifate twill 

lining, right and left quarters 

on our No. 10 well-type combination 

last. An outstanding shoe for gas station 

attendants, garage men, mechanics and 

all factory workers. IN-STOCK B through 
EEE, 5 to 13. 














BOWLING SHOES 





BROOKS BOWLING SHOES 


IN STOCK e¢ FINEST QUALITY 

* Men's Black — Sizes 5 to 13 

Men’s Smoked 

Ladies’ Smoked—Sizes 4 to 10 
Ladies’ Red 









~ 2% 10 Net 30 
$4.75 pair F.0.B. Factory 
BROOKS SHOE MFG. CO. s2!2,GvERRY sr 








BOX HANDLERS 





INVEST LONG ARM* 
-. See 
SAVE 
a lot 


of valuable time and 
energy. Long Arms get 
the shoes from the high 
shelves quicker and 
easier than by any 
other method. That t 
GUARANTEE. With 
handles 24", 36", 48" 
and 60", $3.50; with 72" handles, $4.50, post- 
paid in USA. To save salesmen's time, order 
several. Specify handle length and if for men's 
or women's boxes. Your jobber or 


CARL BEEMAN 
Cedar Heights Road Stamford, Conn. 





146 





1202 E. New York st., Indianapolis, Ind. 





Factory Executives’ Group 
Planning Boston Banquet 


BostToN—The annual banquet of the 
New England Shoe Foremen and Su- 
perintendents’ Association is to be held 
January 11 at the Hotel Statler, here. 
This banquet culminates the yearly 
drive for relief funds administered by 
the trustees of the association. 






AL IZENBERG 


Chairman of this year’s banquet com- 
mittee is Al Izenberg of the Porter 
Shoe Company in Milford, Mass. Mr. 
Izenberg succeeds Chet Rodenbush of 
Brockton who has held the chairman- 
ship for 14 years. He is one of the two 
honorary presidents of the group, was 
its founder and first president. 

Other officers include Hyman Snider, 
honorary president; Lewis Marder, 
president; Benjamin Fish, Ephraim 
Lederman and A. L. Maiellano, vice- 
presidents; Louis Lulow, treasurer; 
Harry Kimball, recording secretary; 
Irving Lyons, financial secretary; and 
Hyman Snider, Isaac Norman, Hyman 
Stahl and Walter Reinstein, trustees. 





Huskies Names Distributor 


PITTSBURGH—Robert E. Comins, one 
of the city’s largest shoe and rubber 
footwear distributors, has been ap- 
pointed sole distributor in western 
Pennsylvania of Huskies and Huskie 
Pups brands of shoes for women, teen- 
agers and youngsters. 

Mr. Comins opened a new warehouse 
November 10. The building, at 1717 
Boulevard of the Allies, contains 24,000 
square feet of floor space and a con- 
veyor belt system and truck bays for 
faster handling of orders. 





Expands Canadian Coverage 


Hupson, MAss.— Thomas Taylor & 
Sons, manufacturer of a complete line 
of elastic fabrics for shoes, announced 
new representation in Quebec. Fleet 
Shoe Findings Ltd., will cover Quebec 
City, Three Rivers, Grand’Mere St. 
Tite. A. G. Mooney, Ltd., will cover 
the remainder of the Province of Que- 
bec, including Montreal. In addition, A. 
G. Mooney Ltd., will continue to service 
Ontario as in the past, it was an- 
nounced. 


Barrett Chosen to Represent 
Buskens-Honeybug Line 


MANCHESTER, N. H.—William Lu- 
bell, sales manager of B G S Shoe Cor- 
poration, Manchester, announced the 
appointment of M. Barrett to repre- 
sent the combined Buskens-Honeybugs 
line in Minnesota, Wisconsin, North 
Dakota, South Dakota and Iowa. Mr. 
Barrett, formerly with Deevers Shoe 
Company of St. Louis, and Parkhill 
Shoes of Fitchburg, Mass., is particu- 
larly well-equipped by experience and 
training to represent the nationally ad- 
vertised Buskens-Honeybugs line. He 
will work out of his home, Box 367A, 
Route No. 1, Wayzata, Minn. 





Penobscot and Old Town 
Name Three Representatives 


Boston — Appointments to three 
sales territories of the Penobscot and 
Old Town Shoe Companies was an- 
nounced here by Leon H. Fischman, 
sales manager. 

Julius Zager will cover Colorado, 
Utah and portions of Kansas, Nebraska 
and Wyoming, with headquarters in 
Denver. He previously traveled this 
area for C. V. Watson Company. 

Bob Woster will cover Kansas, Ne- 
braska and portions of North and 
South Dakota, with headquarters in 
Omaha. He formerly traveled this 
grea for the Peters Shoe Company. 

Frank J. Fletcher will cover Arkan- 
sas, Louisiana, Mississippi and _ por- 
tions of Tennessee and Kentucky, with 
headquarters in Oklahoma City. He 
was formerly associated with the Viner 
Shoe Company. 





Chicago Hide Group Elects * 


CHICAGO — Gerry Engle has_ been 
elected president of the Hide & Leather 
Association of Chicago. Bill Gutmann 
is vice-president; John Sickel, secre- 
tary, and Richard Zink, treasurer. 








Irving Tanning Officer 
Elected to Division Post 





Saul Stockman, vice-president and sales 
manager of the Irving Tanning Company, 
Boston, has been elected representative 
of the Eastern Side Leather division, 
Leather Industries of America. 
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) SALESMEN WANTED | SALESMEN WANTED | SALESMEN WANTED 











OPPORTUNITY | SALESMAN WANTED 


To sell the most sensational “SPACE” type shoe in America 
JUVENILE LINE For Men _____. bik a Soo kil > cathe deewiantiees ewe ...(to retail $9.95) 
JE OTS ae ae ES Ie I (to retail $3.95 to $9.95) 


Sideline salesman will be considered. Will interview salesmen at 
OLD PALS and LUCKY STAR, in the fol- the Palmer House Hotel, Oct. 27, 28, 29. Room 1062. Harold J. 


lowing States: North and South Caro- Krasner, Pres. 

lina, Georgia, Virginia, Washington, DEBBIE FOOTWEAR CO. 
Idaho, Montana, Wyoming and Ken- 1911 Park Ave., N. Y., N. Y. 
tucky. Must live in territory and have 
following. Non-competitive line not ob- 
jectionable, and, in fact, desirable. 


Write giving all details in first letter | EXPERIENCED SALESMAN WANTED 


to: 


FIVE STAR FOOTWEAR COMPANY 


43-01 22nd Street, Long Island City, N.Y. 


For right salesman with our line of 
In-Stock Juvenile Shoes under name of 











Leading shoe manufacturer is desirous of securing qualified 
road salesman to carry complete, popular priced In-Stock line 
of Children's Shoes. Also Women's teen-age Sports and 
Casual Flats. Territory consists of States of Massachusetts, 
Vermont, New Hampshire and New York (exclusive of Metro- 
politan New York area.) Submit resumé of personal history 
and sales background. Replies kept confidential. 

Looking for Something Good? Reply to Box 87, BOOT and SHOE RECORDER, Chestnut & Séth Streets Philadelphia 39, Pa. 
The BRIGHTEST PICTURE in shoe selling : en 


today, this manufacturer's Line of Little SA NAHE ST ; . 
Gents’, Boys' and Men's Shoes priced to SALESMEN WANTED: VOLUME MAN 
retail at $4, $5, $6 & $7, and 100% IN O P P O R T U N T Y ! | UFACTURER OF POPULAR PRICED in- 
STOCK. offers very attractive commis- We have several openings for side line rep- | stock Line of Children’s Shoes in Compo and 














SIDELINE SALESMAN WTD. 

















Bonwelt construction has several attractive terri 











MARKS SHOE COMPANY, 315 So. Peoria 
Street, Chicago 7, Illinois 


| Jobber; preferably with following. Reply to Box 


WELL BUILT SHOE CO. Milford, Mass. | 85, Boor aNp SHOE RecorpeER, Chestnut & 56th 


Sts., Philadelphia 39, Penna. 


sion for experienced side line salesmen. | ag te BP a te yg nag Fett tories available. Liberal commission. Apply at 
Write NOW in full confidence, giving } All open territories are well established. | once: KIDDIE KUB SHOE COMPANY, 
all details. Territories open: | 6% commission, plus bonus. Write: Westminster, Maryland. 
Maine Tannese NEIL CARLSON, SALESMANAGER pac 
| SEABOARD NATIONAL SHOE COMPANY 
Georgia Illinois (Excluding Chicago! * : ‘ 
me na enim saath OO inn | EXPERIENCED SALESMAN for Milwau 
ine - . ene - | kee, Wisconsin, and adjacent territory; also 
Kansas Colorado SALESMAN FOR SHOE STORE SUP: Salesman for Midwest territory. State experi 
Wyoming | PLIES and Findings for Chain Stores and ence, age, and territory covered. Apply: C. W 
1 
| 











CLASSIFIED 
ADVERTISING RATES O R D E R B LA N K 
UNDISPLAYED BOOT AND SHOE RECORDER 
20¢ a word Chestnut & 56th Sts. 
Minimum (18 words) . .$3.60 Philadelphia 39, Pa. 
Box number, extra... .$2.40 
Your name and address Here is my want-ad: 





charged at word rate. 

Street number one word RISO CR tear I 
DISPLAYED a an : ile 
$14 per inch ——— a ae 


Maximum, 46 words to the — a 
inch. All material must be in 








our office 20 days prior +o Name (please print) Paihia Word aes s a dis + FET TED STEM ve ba eke FEES 
are. Sete. EE Re hoe Cle oc te... 
NOTICE: 
Classified Advertising Enclosed is Check 0 
is payable in advance Please check if box No. is Wanted [7] Money Order 1 
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LINES WANTED 


LINES WANTED 


WANTED TO PURCHASE 








Jersey, Connecticut area? 


tion problems? 


for you? 





Isn't This The Man You're Looking For ? ? 


* Wouldn't you like sales representation by a mature young man of 
37, with 300 top-rated footwear accounts in the New York, New 


e Wouldn't you like sales representation by a man with merchandising 
know-how and a comprehensive knowledge of your factory produc- 


e Wouldn't you like sales representation by a man who has consistently 
oversold his present line and thus has sufficient time to do the same 


IF YOUR ANSWER IS "YES" . . 
Reply to Box 86, BOOT and SHOE RECORDER, Chestnut & 56th Streets, Philadelphia 39, Pa. 








EFFECTIVE SALESMAN WITH FIF- 
TEEN YEARS Retail Store Experience desires 
opportunity to sell on road, preferably East 
Coast. Can produce results. Reply to Box 91, 
Boor ann SwHoe Recorver, Chestnut & 56th 
Streets, Philadelphia 39, Penna. 





FOR SALE 








$352 Per Dozen 


SEAMLESS MICRAFILM AND PLAIN 
KNIT HOSIERY. 
CLEAN LEG BOTTOM MENDERS. 
WEEKLY ACCUMULATIONS 
REGULAR AND HARLEM SHADES. 


Reply to Box 69, BOOT and SHOE REC ORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa. 











DISCONTINUED MAKING CALIFORNIA 
PROCESS SHOES. Have California Process 
Lasts; Modern wood $1.00 to $1.50 per pair 
1500 Pair Flattie Sandals, 1500 pair Medium 
Heel Sandals, 1000 Pair Children’s Flattie San- 
dals, 1200 Women’s Sauare Toe Medium Heel, 
1500 Pair Modern Space Shoe Lasts, Narrow 
and Medium widths. Cutting Dies included 
WINSTON SHOE COMPANY, 28 Goodhue 
Street, Salem. Mass. Pioneer 4-5710. 

ADRIAN X-RAY MACHINE. Passed all 
Philadelphia Ordinances for safety. Perfect oper- 
ating condition. Giving up store. Must sacri- 
fice. $150.00, F.O.B. Philadelphia. EAGLE 
SHOES, 700 Ritner Street, Philadelphia, Pa. 

ADRIAN X-RAY SHOE FITTING MA- 
CHINE. Excellent condition. Completely Lead 
Lined, Walnut finished cabinet. Write for very 
low price. TOHN MANZ, 29 Academy Street, 
Newark, New Jersey. 





SIDELINE SALESMAN WTD. 


SMART LEATHER BOWS, SHOE ORNA- 
MENTS and FOOT SOX. Pocket size samples. 
Manufacturer offers highest commission. Reply 
to Box 556, Boot ann SHoe Recorper, Chestnut 
& 56th Streets, Philadelphia 39, Penna. 





SIDELINE, EXPERIENCED, SALES 

MEN, Complete In-Stock Line Popular Priced 
Workshoes and Tennis. New England, South, 
Midwest, Western Pennsylvania, West Virginia, 
Virginia and Maryland open. Reply to Box 92, 
Boot anp SnHoe Recorper, Chestnut & 56th 
Streets, Philadelphia 39, Pa. 








POSITION WANTED 


RETAIL SHOE SALESMAN, 
YEARS EXPERIENCE wou'd like to move 
to smaller city anywhere in U. S. For more 
details reply to Box 89, Boor anp Suor Re- 
corperR, Chestnut & 56th Streets, Philadelphia 
39, Penna. 





MANY 
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BUSINESS OPPORTUNITY 








NOW! YOU CAN USE THE EDGE 
OF THE GLASS SHOE DISPLAY CLIPS 


CLEAR PLASTIC 





CAMERON CO. DISPLAYS 
$30 per doz.Sv0 Echo Lane, Glenview, Ill. 

















EXPORTER WILL PAY GOOD PRICES 
FOR YOUR UNSALEABLE SHADES 
AND SIZES, AND WINDOW FADES, IN 
FULL FASHION AND_ SEAMLESS 
HOSIERY 


MAGNOLIA HOSIERY COMPANY 


217 Church Street, Phila. 6, Pa. 











AN OPPORTUNITY 


For Manufacturer or Jobber to put in a Line of 
Popular Priced Snappy young women’s shoes on 
consignment or percentage basis. Store in Con- 
necticut 32 years selling top Line of Men's and 
Women's Shoes. One of the best locations in a 
city of Connecticut. Population 167,000. 


Reply to Box 88, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa. 














HELP WANTED 


MANAGER—TO TAKE COMPLETE 
CHARGE ESTABLISHED ORTHOPEDIC 
SHOE STORE. Large Mid-Western City. 
Capable of meeting professional people and hos 
pital directors. Full family shoe experience 
necessary. Salary, plus share in profit. Reply to 
Box 90, Boor AnD SwHoe Recorver, Chestnut 
& 56th Streets, Philadelphia 39, Penna. 





RETAIL SHOE SALESMAN. High Type 
Stere wants high type salesman. P. O, Box 981, 
Modesto, California. 


Felt Operation Declines 


JOHNSON City, N. Y.—Felters Com- 
pany of Boston will close its felt manu- 
facturing plant here before January 1 
and shift operations to its Millbury, 
Mass., plant, it was made known by the 


| management. 


Competition of foreign felt is said 
to be responsible for declining sales. 
Synthetic felt is also a competitive 
factor. 

Felters’ plant here employs about 
140, and last year produced about one- 
third of the firm’s $10 million felt 
output. Production cutbacks will be 
started here soon. Some employes will 
be transferred to Millbury while others 
will be aided by the company in secur- 
ing jobs in this area. 

The company said the Millbury 
plant, unlike Johnson City, is equipped 
to produce a complete line of products. 


M. STOFF and CO. 
CASH FOR SHOES 


Closeouts—Complete Stores 
Short Leases Assumed 


158 Duane St. New York City 
Tel. Beekman 3-0141-2 





MY HOBBY 
Buying, Selling Shoes for 37 Years 
CASH TOP PRICES 
For Discontinued Stocks 


HARRY HESS 


76 Reade Street New York 7, N. Y. 
Telephone: WOrth 2-896! Beekman 3-767! 




















MORRIS BAYROFF 
estan with M & R Shoe Co. 
1S NOW LOCATED AT 
122 DUANE ST., N.Y.C. 
Telephone REctor 2-4171 
Highest Prices Paid for 


Complete Stores & Closeouts 
Leases Assumed 











TOP DOLLAR! 


FOR YOUR ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS 


EDDY SHOE COMPANY 


ALWAYS RELIABLE 


Phila. 6, Pa. 


132 No. 4th St 
5-9927 


Phone: WA 5-9533—WA 











CASH PAID FOR 
SHOE STORES 
CLOSE OUTS, JOB LOTS 
SHORT LEASES ASSUMED 


B. SABIN 


101 DUANE ST. NEW YORK 7, N. Y. 
Telephone WOrth 2-2515 











WANTED: SINGLE ROW SHOE SHELV.- 
ING or Complete set store fixtures, if modern 
and good condition, within 100 miles of Chicago 
or St. Louis. Write—Box 247, Champaign, Il. 
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WANTED TO PURCHASE WANTED TO PURCHASE 





WANTED TO PURCHASE 












OH DOCTOR! OH DOCTOR! 
Come over quick! 
My slow moving jor 
stock Is y SURPLUS SHOES 
CANCELLATIONS 


COMPLETE STORES 


or wire for fast ac- 
tion . . ality men’s, 
women’s and children’s shoes. 


Tine TFecctwear FOR OVER 41 YEARS 


MOSINGER- COHN 















for the answer—phone or write 
LOUIS CAMITTA & SON 
91 READE ST., NEW YORK, N. Y. 


- 5063 
formerly with S. CAMITTA & SONS 

















CMMMH@H@<HMM’wue& 


Ue 


\ 


Quick decision on your offers of discontinued and 
e A a 4 S$ surplus men's, women's and children's shoes. 
THE NATION'S FINEST Also complete stores considered 
CANCELLATION SHOES Jobs in Fine Shoes From Fine Sources Since 1931 


79-81 Reade St. + New York 7,N.Y. ° Tel: WOrth 2-5180 









WUMMMHHM{uM«‘eed 




















TOPPS PAYS THE TOPS 


WE ARE RETAILERS 


We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 


TOPPS SHOE STORE 


4112 Bergenline Avenue 


Union City, N. J. UNion 3-6413 





Phone or Wire Collect 














WE PAY MORE tee WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 











Max L. Meltzer, Pres. Ivanhoe |-9830 
















Any quantity. . any time. Weil 
buys for cash... quality shoes, 
complete stores, closeouts or 
surplus from manufacturer or 
retailer. For quick actionwrite, 
wire or phone immediately. 





M. K. Weil Shoe Co. 
1215 Washington Avenue 
St. Louis 3, Mo. 
CE. 1-4898 CE. 1-3762 
Quality Shoes Since ’32 
“While in Town See Weil” 

















WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WAlnut 5-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 














e surplus 
e discontinued 
lines 


¢ complete stores 


BROITMAN- 
GAFFIN SHOES 


inc, © BE 3-7290 
146 DUANE ST., N.Y. C. 














B. & R. PAYS THE LIMIT 


WE BUY CLOSE OUTS Cc 
COMPLETE SHOE STOCKS A 


LEASES ASSUMED 


Phone or wire 
collect 


YOUR NAME PROTECTED § 


B. & R. SHOE CORP. 


74 READE STREET 
NEW YORK 7, N. Y. 
WOrth 2-6358 


Ben LaMonica 
Ralph Vogel 





ARRONSON 





PAYS MORE 


FOR YOUR JOB LOTS & CLOSEOUTS 
YOUR NAME & BRANDS PROTECTED 
LEASES ASSUMED FOR OPERATION 


NOTHING TOO LARGE OR TOO SMALL 


George J. Arronson Associates 


122 DUANE ST., NEW YORK, N. Y. 
RECTOR 2-4170-4171 
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--- your profits 
CLIMB with 


GODING 


Take a field man for instance. He 
wants a boot that can take the 
muck and mire, the rocks and rills 
...a boot that feels good on his foot 
and looks fine enough to wear to 
the main office. 

That’s why he likes the Goding 
“Engineer,” and why you'll make 
more money if you stock them. 
Like all Goding Boots, the 
“Engineer” is a high-styled boot 
with Goodyear Welt Construction. 
Made in all sizes for men and boys, 
it delivers more wear for less 
money ..with a full mark-up for you. 


Write today for free 


full-color catalogue of the 


entire Goding line. 


* 


GODING 
BOOTS 


| i | oe 
PARIS, ILLINOIS 





| Rubber Company, 


Party Shoes, Inc., Formed 
To Expand in Dance Shoes 


CHICcAGO—A new shoe manufacturing 
firm, Party Shoes, Inc., has recently 
been formed here. The firm is manu- 
facturing ballet, toe, and character 
dance shoes as well as highly styled 
children’s shoes. 

The new firm abolished the existing 
Professional Shoe Corporation, which 
was solely owned by the Advance The- 
atrical Shoe Company. 

This represents an expansion to gain 
greater production of dance shoes and 
theatrical products. In order to en- 
large the firm’s capacities, the chil- 


dren’s shoes were added. These will re- | 
tail up to $10 and will include semi- | 
pointed toes, elaborate decorations, a | 


range of colors, and other innovations 
in children’s styling. 


Leo Harris is president, Ed Harris, | 


vice-president, and Marcel Brown, sec- 


| retary. Mr. Brown is in charge of the | 
| factory operation. 
| 732 North 
| quarters at 32 West Randolph Street, 
| here. 


The factory is at 
Morgan and office head- 


Hide Group Elects Officers 


Cuicaco—Alan Hodges was elected 
president of the National Hide Asso- 
ciation at the 13th annual convention 
in Chicago. Jack Lipman is vice-presi- 


| dent; Don West, secretary; Charles F. | 


Becking, treasurer, and Herb Pfeiffer, 
assistant treasurer. 

Directors are John F. Shiel, Edward 
Kirkman, Jack Lipman, Charles F. 
Becking, Hy Katz, Alan Hodges, and 
Don West. 


Million Ripple-Soled Shoes 


NASHUA, N. H.—Production of Ripple | 
| Sole Shoes is getting under way in | 


Canada, Mexico and Australia, accord- 


| ing to a report released by the Ripple | 


Sole Corporation, Detroit. The Beebe 





| United Shoe Machinery 
Gets Suggestion Award 


Carlisle Abell, left, secretary of United 


| Shoe Machinery Corporation's suggestion 


department, receives award from J. P. 
Biggane, chairman of the committee on 
achievement awards for the National 
Association of Suggestion Systems. The 
presentation was made at the associa- 
tion's convention at Atlantic City, N. J. 





here, has already | 
produced more than a million pairs in | 
| the U.S. A. 





KICK UP 
YOUR Vv 


v PROFITS 
WITH 


¥ 
extra business 


steady business 


TO STEP UP YOUR 
SALES FIGURES 
TO GIVE AN EXCITING 
PERFORMANCE 


LINED 
PLEATED TOE BALLET 


250 White 251 Black 
N,M 8!/2-12 N/M 12!/-3 
N.M 3!/-10 
$1.95 


Terms: 5%—30 days; 31 days net. 


POPULAR PRICE SHOE SHOW 
ROOMS 519-521 
SHERATON-McALPIN HOTEL 


IN STOCK 
NOW 


WRITE FOR NEW CATALOG 


PARAGOULD, ARKANSAS 
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How Many of These Costly Parts 
Will You Replace Soon? 





. 


A bind in the P.O. side updraw mechanism can cause this updraw lever to break. 


Replacement of costly parts means expensive down- 
time. Worn parts affect the quality of your shoes. 
Poorly adjusted machines are harder to operate. 


You can avoid these expenses through the UNITED 
PREVENTIVE MAINTENANCE PROGRAM.A skilled 
serviceman will thoroughly inspect and adjust your 
machines at regular intervals. 

By following a factory-developed-check list all moving 
parts will be examined for adjustment and wear. A 
report will be left with you covering each machine in- 
spected. It will include recommendations for repairs. 


You can have a tailor-made program to fit your exact 

requirements. Your local UMC office will tell you 

how the UNITED PREVENTIVE MAINTENANCE 

PROGRAM can help your plant maintain top pro- mo 
: F : P.O. lifting plate will crack if related part 

ductive efficiency. are loplaperls Lorre oh badly a. 


col 
ii. <3 United ) 4s) si 


SHOE MACHINERY CORPORATION 


Boston, Massachusetts 
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Style 


Clyd Last 


Bro 
Hampton ( 






First in Quality! met 





ANKLE FASHIONED SHOES 













Style 2735 
} 2 
Clyde Fast 


Brown 
Hampton Calf 


Style 4522 
‘Clyde Last 


Genuine 
Shell Cordovan 












Nunn-Bush Quality Doesn't Cost... It Pays! 


In choosing winterweight shoes. remember that Nunn-Bush quality 
standards include finer leathers, extra operations and pattern developments 
that give superior satisfaction. Exclusive Ankle-Fashioning 


provides improved comfort, visibly finer fashion . . . over more miles! 


See Your Local Nunn-Bush Dealer 
Ncenn-BusuH SHOE COMPANY @© MILWAUKEE 1, WISCONSIN 


HOW GOOD SHOULD “BEST” SHOES BE? 





